FOR MERCHANT: 


OUR NEW MAGIC CRYSTAL MIRROR BLOCKS 
(Pat. by Bot. Dec. Co.) ‘ 


Never so much beauty 
and Harmonyof Color 


evelopment of compact lighting, giving a magic 
effett without the aid of spotlights, as formerly 
used. 

Our lighting is obtained from a guaranteed 


_ powerful reflector concealed in the tassel at the 


* CPR ot the mirror blocks. 
We Eilon bait in a color-wheel with colored 


glass slides, w will last indefinitely and elim- 
inate fading. 

Blocks are turned by a motor specially con- 
structed with bali-bearing gearing, each block 
turning in the opposite direction of the other. 

A crystal star separates the blocks, giving an 
unusually beautiful effect. 

The sunburst at the top also revolves and acts 
as a reflector to throw the light back on the 
blocks. 

This set will run night and day without any 
effect on motor and gearing. We guarantee all 
mechanical parts to stand any strain which you 
may put them to. 

Length over all, 68 inches; spread of sunburst, 
42 inches; large block, 12 inches square; small 
block, 8 inches square; diameter of reflector, 12 
inches. 


Write for Complete Circular 
of Differént Styles and Prices 


he Botanical 
Decorating Co. 


319-327 W. Van Buren St., Chicago 
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Silvered REFLECTORS 


When you install “Pittsburgh” Silvered Reflec- 
tors in your show windows you are sure of a 
continuous light-reflecting service over a long 
term of years. 





That is economy of the truest kind; an equipment 
of such high quality that it does not require re- 
placement by reason of the reflectors “going bad.” 


5-YEAR GUARANTEE 
We sheolutely end unconditionsily Although “Pittsburgh” Reflectors carry this five- 
guarantee that the backing on year guarantee, not one made since we first used 
“Pittsburgh” silver-plated glass re- the coppering process—more than nine years ago 
flectors will not crack, check or —has ever been reported to us as having the sil- 
peel, anil: that the silversd) eetiect- vered reflecting surface tarnish or discolor, or the 


ing surface will not tarnish during eee a aia | 
a period of five years from date of eRe See Serra eee 


pueenee. Be certain of unusually fine show window light- 
ing service by using “Pittsburghs.” Write for 


free booklet, “Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 


(Formerly Pittsburgh Reflector & Illuminating Co.) 


403 BOWMAN BLDG. THIRD AND ROSS STREETS PITTSBURGH, PA. 


BRANCHES: New York, 145 W. 41st Street (at Broadway) 
Chicago, Machinery Hall, Clinton and Washington Streets 


REPRESENTATIVES IN: 


Philadelphia Mexico City Jacksonville, Fla. Salt Lake City 
Charlotte, N. C. Detroit Havana Seattle 

Dallas San Francisco Los Angeles Toronto 
Baltimore _ Kansas City Louisville Syracuse 
Indianapolis Cleveland Minneapolis Montreal 


1THEY STAY BRIGHT cms 
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Benjamin Franklin Said: 


“Empty Your Purse Into 


Benjamin Franklin, great statesman, scholar, publisher, sales- 
man and advertising man has been specially remembered for his 
good common sense. 


His wise sayings were current for many years in “Poor Rich- 
ard’s Almanac,” a popular periodical of the day. 


His brilliant brain visualized the great help that an education 
is to a person and many of his sayings had to do with the value 
of improving the mind. 


His trite saying, “Empty your purse into your brain,” was 
his way of saying that money spent in acquiring an education 
returned greatest possible dividends, not only in money, but 
also in all other things one longs for, such as better living, bet- 
ter friends, better possessions, and also the ability to appreciate KOESTER} 


and enjoy them. Ve 
Are You Ambitious to Improve Your Position oh ZOOL 


For the man or woman at work in the retail store the surest 
way to advancement and better pay is to use their experience 
and knowledge of retailing as a foundation on which to add a 
knowledge of Retail Advertising or Window Display and Card 
Writing. These positions pay the best salaries in a retail store 
and can be used as stepping stones to become managers and 
owners of a business. 


LET US HELP YOU 


The Koester School with its twenty years experience in suc- 
cessfully teaching over 10,000 students can in four or eight THE KOESTER SCHOOL 
weeks give you complete instruction in Window Display, Ad- 314 S. Franklin St. 
vertising and Card Writing.. You can take one or all of these Chicago 


studies. 
‘ , ; s R Please send me your school 
Window Display is taught only by personal instruction. literature. 


Advertising and Card Writing are taught by either personal 
instruction or by correspondence. 





Name 
For complete information write for our circular matter. 


The Koester School 


Oldest, largest and best school of its kind in the world. 


314 S. Franklin St. Chicago, IIl. 


Address. ... 60 5.. 
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Confidence Begets Confidence 


HERE is nothing so vital to the successful 

operation of any cooperative effort than the 

implicit confidence of all those interested in 

such an endeavor. On the other hand, a lack of con- 

fidence existing among any group of persons when 

unified effort is essential for the accomplishment of a 
purpose will result in positive failure. 

With this thought in mind, duty compels the warn- 


ing to the International Association of Display Men ° 


that the growing doubts among its membership should 
be thwarted by eliminating its cause. 

To anyone who has closely watched the methods of 
this association the trouble is very apparent. In the 
first place, the association has failed to adopt and carry 
out a -year-around program of membership contact 
and constructive educational work, the absence of 
which has naturally put doubts into the minds of its 
most progressive members as to the judicious hand- 
ling of the association's funds. 

Despite the very evident desire of the membership 
to know more about the finances of the association, the 
officers have not seen fit to satisfy this yearning, for 
what reason is difficult to explain. 

At the annual convention of the I. A. D. M., at St. 
Louis, it was announced from the rostrum by the chair- 
man that any member desiring to learn of the finances 
of the association could secure this information by 
application to the secretary. This is surely putting the 
burden on the individual member, who because of tim- 
idity and fear of being called a bolshevik dare not take 
this means of finding out that which as a member is 
rightfully of his concern. 


Surely the officers of the association must be aware 
that its constitution and by-laws specifically states: 
‘At the annual meeting the annual report of the officers 
shall be presented.” For checking purposes it might 
be said that this clause is part of Article X, Section 2. 

Why is it then that the treasurer’s report is not 
presented at the annual convention for the benefit of 
the membership and for ratification? That is the ques- 
tion that many would like to have answered at this time. 

The association must constantly keep on the offen- 
sive, keeping pulse of the needs, wants and desires of 
its membership, or one of these days a powerful aval- 
anche will develop that cannot be withstood and which 
will bring about a new deal and a new policy. 

Furthermore, the association cannot serve its mem- 
bership unless a mutual confidence exists in its man- 
agement, and if this message proves a warning to the 
new executive personnel now taking office it will have 
served the association well. 

There must be cpnfidence and this confidence will 
inspire greater confidence, resulting in an enthusiasm 
for carrying out the aims and purposes of the associa- 
tion. Then only will there be growth and development 
among ‘a profession that is today taking such a com- 
manding role and exerting such a great influence in 
the country’s merchandising and advertising activities. 

The International Association of Display Men must 
take advantage of its opportunities, which at this time 
are many and important. Its membership is now 
in a reflective mood and is about to demand it. Why 
put it off? 





go 


A 562% increase in the sales effect of 
one show case, through the installation 
of Benjamin Show Case Lighting equip- 
ment, is available to any store in any 
locality. 


This amazing success in revolutionizing the 
selling power of a show case is simple. It 
rests upon the fact that Benjamin Show Case 
Lighting Equipment has been developed 
solely for the enhancement and the increase 
of magnetism of show case displays. 


Benjamin Show Case Lighting Equipment is 
a simple form of sectional construction made 
in a variety of lengths so that a combination 
is easily obtainable to fit any length of show 
case. A link section which can be cut and 
bent to fit is used as a means to continue the 
fixture around the curved portion of the 


DISPLAY 
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case. All sections are joined’ both electri- 
cally and mechanically by simply tightening 
two machine screws at each joint. The result 
is a continuous lighting fixture of very small 
dimensions with the light out of both clerk’s 
and shopper’s eyes. 


Benjamin Store Lighting Equipment has 
proved with figures and facts, through many 
years of undeniably superior service, that in 
efficiency economy and sales-making results 
it is not to be surpassed. 


Send for Show Case Lighting literature. Ad- 


dress nearest office. 


Benjamin Electric Mfg. Co. 


120-128 So. Sangamon Street, Chicago 


247 W. 17th St., New York 


448 Bryant St, San Francisco 


Manufactured in Canada by the Benjamin Electric Mfg. Co. 
of Canada, Ltd., Toronto, Ontario 


BENJAMIN 
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Breaking Into the Dealer’s Windows 


Keynote of convention of Window Display Advertising Association 
held in Chicago expressed by retiring president in annual address 


By EDWIN L. ANDREW 
Retiring President, W. D. A. A., Westinghouse Elec. & Mfg. Co., Mansfield, O. 


1925 October, 1925 ' 









HE Window Display Advertising Associa- 
tion is interested in the sincere study of 
an advertising medium which has the 
questionable distinction of being less 
under the control of the advertiser than is any other 
commonly accepted method of advertising. 


The advertiser is in this position precisely: He 
realizes the positive necessity for placing a resultful 
message about his product before the attention of 
that chameleonic mammal, the ultimate consumer, 
as closely to the point of purchase as possible. A 
more accurate description of this exact location is, 
the spot where the cash is released. This belief in 
cash-spot advertising is tantamount to belief in win- 
dow display advertising. 

Accepting the window display as a cardinal fea- 
ture of well-rounded advertising practice, he begins 
to make a few discoveries. The first one is that the 
few square inches required to hold his display are 
the property of a customer of his. Were his owner 
anyone else the problem might be less complicated. 
From anyone else the space might be begged as a 
favor, in the best manner of the sponsors of the local 
appearance of the Six Swiss Bell Ringers—it might 
be cajoled, purchased or stolen, but it actually be- 
longs to a customer, displaying somewhere in his 
store the goods which manufacturer and dealer are, 
presumably, mutually interested in selling; and the 
problem of the advertiser is resolved into an effort 
to convince the merchant that it is not only noble 
but profitable to spend a couple of hours setting up 
and surrounding the display with atmosphere and 
merchandise to the glory of the goods and the exer- 
cise of the cash register. 


He has, then, a selling problem to gain placement 
for his window displays, and when he comes to 
analyze the problem, he makes still more interesting 
discoveries. He finds that he is in competition for 
the space with every other manufacturer of goods 
stocked in that store. Some of the national adver- 
tisers in this hall are undoubtedly in competition 
with each other for the window space of an iden- 
tical group of dealers. 


In addition to this competition, he is confronted 
with a comparative indifference to the value of their 
own windows on the part of a great majority of the 
lealers he is trying to interest. Even when the dealer 
's theoretically interested in his windows, he most 
irequently has not the ability himself nor among his 





people to create or construct a well-arranged win- 
dow. Moreover, an overwhelming majority of 
dealers operate what are virtually one-man stores, 
and the vicissitudes of purchasing, stocking, wait- 
ing on customers, delivering, collecting and discount- 
ing bills crowd. any possibility of intelligently planned 
window display effort far into the remote hinterland 
of their minds, and the displays themselves, so hope- 
fully delivered by the manufacturer, into the dusty 
recesses of conveniently dark cellars. 


These remarks can not be taken in any degree 
as a criticism of our dealers. The optimistic national 
advertiser expects him to be a paragon in at least 
sixteen directions, on each of which highways to suc- 
cess he provides himself with one or more experts 
who make no pretense of knowing much outside 
their own specialized field. I believe there has been 
but one Leonardo da Vinci, who was, among other 
things, a painter, sculptor, engineer, architect and 
physician, and great in all of them. We are con- 
fronted with a condition, not a theory. The dealer 
who plays such a large part in the success of our 
window advertising plans is no more a super-man 
than are we, with our staffs of specialists. His day 
runs for twenty-four hours, and, to be perfectly 
honest, not a small part of that day is taken up listen- 
ing to the burning pleas of an army of our own 
“high-pressure” representatives. 


There are, in round numbers, one million retailers 
in these United States of America ; one million “holes- 
in-the-wall,” neighborhood stores, general stores and 
specialty stores, plus a few grandiose and awe-in- 
spiring department stores; one million points where 
the cash is released, and where window advertising 
of some nature ought to be at work. This means 
that there are roughly two million windows. Some 
of these are two feet square, and some are, in extent, 
worthy settings for great panoramas of display. 


It would be far’from the truth to say that the 
purpose of this association is to find the ways and 
means boldly to annex this rich field to our own ad- 
vantage. It is more accurate to say that we are search- 
ing for those methods of design and production, dis- 
semination and erection, and promotion of general 
understanding and merchandising plans which will 
enable the one million retailers to use their two million 
windows to their own greater profit. 

We know and implicitly believe that unless the 


(Continued on page 78) 
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Platform of Progress Adopted 
at Second W.D.A.A. Convention 


Need for increased research and educational work keenly felt to keep 
pace with the rapid-growing pace of the advertising medium leads 
to adoption of program for constructive action during 1926 


ORE than three hundred persons repre- 
senting national advertisers, retailers, ad- 
vertising agencies, display material pro- 
ducers, installation service companies and 

others interested in the advancement of window display 
as a major advertising medium listened attentively but 
with frequent demonstrations of enthusiasm to the 
score of speakers presented during the “three-day col- 
lege course of breaking into the dealers’ window” con- 
ducted at the second annual convention of the Window 
Display Advertising Association held October 6, 7 and 
8 at the Edgewater Beach Hotel, Chicago. 

There was not a dull moment during the entire per- 
iod, but the height of interest was reached at the morn- 
ing session on the final day, which was devoted entirely 
to business of the association, when a program consist- 
ing of eight cardinal factors for constructive action on 
the part of the association during 1926 was introduced 
by the retirihg administration as a recommendation to 
the new board of trustees for adoption and immediate 
execution. This platform was unanimously approved 
by the members assembled after many had expressed 
a belief that it will stand out as one of the most for- 
ward steps ever taken in the field of advertising and 
will prove of great benefit to every individual and insti- 
tution interested in window display. It was introduced 
in the form of the secretary’s report and is as follows: 


“The retiring administration after careful consider- 
ation and discussion, believe it to be vital that the 
Window Display Advertising Association shall go on 
record with a definite program or platform for the year 
1926, and among the multitude of services that might 
justifiably be undertaken by this organization, we have 
chosen the following for definite work during the fol- 
lowing year. 

“It is the intention, of course, that the results and 
findings of all research and investigation shall be bulle- 
tined to members for their personal information and 
use, and shall be available upon request to non-members 
as well. 

“First, an investigation of window display installa- 
tion services, and establishing of a basis of rating or 
classification for firms engaged in this department of 
our medium, making available for national advertisers 
a complete list of all such firms together with financial, 
business and client reference data. 

“Second, an investigation of the possibility of a bet- 
ter use of existing methods of transportation and dis- 
tribution of window display material with a view to 


finding concrete methods for greater economy in the 
use of freight, express and parcel post, or a combina- 
tion of them. 





NEW OFFICERS OF W. D. A. A. 


President—Joseph M. Kraus, advertising man- 
ager, A. Stein & Company, Chicago, III. 


Vice-President—F. C. Kenyon, Jr., sales pro- 
motion manager, Congoleum-Nairn, Inc., Philadel- 
phia, Pa. 


Secretary-Treasurer—Frederick L. Wertz, dis- 
play counsel, New York City. 


Board of Trustees-—-Edwin L. Andrew, Westing- 
house Electric & Manufacturing Company, Mans- 
field, Ohio, chairman; J. P. Roche, vice-president, 
McJunkin Advertising Company, Chicago, IIl.; Lee 
H. Bristol, advertising manager, Bristol-Myers 
Company, New York City; John H. Moore, sales 
manager, Pro-phy-lac-tic Brush Company, Flor- 
ence, Mass., and C. T. Fairbanks, vice-president, 
Edwards & Deutsch Lithographing Company, Chi- 
cago, IIl. 











“Third, an investigation of conditions both as re- 
gards transportation, tariff and distribution of window 
display materials intended for use in Canada, with a 
view to giving complete data and information of the 
subject as well as making an effort to correct some of 
the existing evils and complications in the field. 

“Fourth, a questionnaire or questionnaires to retail 
dealers upon subjects and seeking information along 
lines to be suggested in a list of questions proposed by 
national advertisers, and advertising agencies. 

“Fifth, a request and questionnaire to producers of 
window display material as well as to advertising agents 
requesting all available data upon circulation, distribu- 
tion, increased sales, waste, etc., as each one of the 
individual institutions may possess, with the idea that 
a correlation of this various information may be of 
much greater value and more easily accessible to the 
individual advertisers. 

“Sixth, the establishment of a speakers bureau that 
shall function in conjunction with the educational de- 
partment of the Associated Advertising Clubs of the 
World, and shall particularly aim to provide speakers 
for educational talks on window displays to all retail 
conventions and associations. 

“Seventh, the establishment of an educational bur- 
eau that shall furnish individual and syndicated articles 
to the trade press and in particular to those publications 
reaching the retail dealer. This bureau also to co- 
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operate with various educational institutions of the 
country, by supplying the necessary data or lecturers 
on window display subjects. 

“Eighth, the recommendation that each member of 
this association use on every piece of display material 
and dealers literature the following phrase: “Member 
of the Window Display Advertising Association,” and 
our trade mark design “W. D. A. A.” 

“In recommending the adoption of this program we 
realize that it is only a beginning and its limitations and 
imperfections will lead to suggestions for greater bene- 
fits and uses next year.” 


The Chicago committee, which was in charge of all 
arrangements for the meeting, had prepared a program 
that made the three days hum with activity. There 
seemed to be something doing every minute and each 
session was attended by a large majority of the regis- 
tered visitors. Everywhere songs of praise for the eff- 
cient manner in which the convention was conducted 
could be heard. The committee was more than alert in 
providing something worth while in both entertainment 
features and educational program that will long linger 
in the memory of those who attended. 

Never before has a more representative exposition 
of window display advertising been presented. Exhibi- 
tors vied with one another in presenting their latest 
creations in an attractive and effective manner. It was 
a show well worthy of an admission price, and was 
given careful study by attending executives, many local 
advertisers and others interested. 


The convention got under way in the huge Edgewater 
Beach Hotel banquet hall at 10:30 o’clock, Tuesday morn- 
ing, October 6th, with Edwin L. Andrew, president of the 
association presiding. Joseph M. Kraus, chairman of the 
Chicago committee, was introduced and delivered an ad- 
dress of welcome. He stated that the association was as- 
sembled for constructive thought and constructive action, 
and that those present would take away ideas and informa- 
tion in proportion to that which they put in. 

Honorable C. M. Doty, assistant corporation counsel of 
the city of Chicago, represented His Honor, Mayor William 
E. Dever, in extending the delegates a cordial welcome to 
the city. He declared that as Chicago was the recognized 
center of advertising in general and window display in par- 
ticular that it was fit and proper that this organization was 
holding its second annual meeting within its gates. 


President Andrew Sounds Convention Keynote 


President Edwin L. Andrew, in his response and annual 
address, sounded the keynote of the convention, ‘Breaking 
Into the Windows,” when he said: “We are searching for 
those methods of design and production, dissemination and 
erection and promotion of general understanding and mer- 
chandising plans which will enable the one million retailers 
to use their two million windows to their own greater 
profit.” Mr. Andrew’s complete address will be found on 
page 5 of this issue. 

Ray V. Sutliffe, Chicago editor of “Electrical Merchan- 
dising and Radio Retailing,” published by McGraw-Hill 
Company, of New York, gave the final address of the initial 
morning’s session, his subject being, “Big and Little Elec- 
trical Dealers’ Points of View on Manufacturers’ Window 
Display Material.” In part, Mr. Sutliffe said: 
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“There are still many dealers who do desire and will 
use special window service regardless of the pessimistic re- 
ports that have been broadcast throughout the advertising 
industry. But there are many who do not yet realize the 
great value to be obtained and who have judged by the ma- 
terial received that all is constructed wholly for the manu- 
facturer. 

“Just what type of window trim material should the 
manufacturer develop in order to insure the dealer using 
it is a question that I recently asked the head of the display 
department of a large electrical appliance business in a 
large city store. He summed up his thoughts on this mat- 
ter of dealer reaction to the use of manufacturer display 
material about as follows: 

“We simply will not use material that is available for 
everyone else. No matter how clever the lithography may 
be, if the public sees it in a window down the street they 
are not going to stop at our window and look at it a second 
time. Again, there are too many pieces packed into one 
trim. It is like a man sitting down to a rich meal—he has 
trouble digesting it all. About the only thing that stores 
of our size can use is show cards that point out the “reason 
why” angle of the merchandise.’ 


Small Dealer's View on Display Material 


“But what has the small dealer to say, for, after all, he 
is generally the one who is most dependent for display co- 
operation? Last month I interviewed one of the most 
successful small town electrical dealers and was told that 
the average electrical dealer is distinctly neutral on the 
question. He will use it if he happens to be in the right 
frame of mind when it arrives, or if he has a vacant win- 
dow, or if the subject is quite timely. A consensus of 
opinion of small dealers after a rather extensive inquiry is 
that the thing for manufacturers to do is to make the dealer 
write in for the display or order it through the traveling 
salesmen.” 

Dudley Crafts Watson, extension lecturer, the Art In- 
stitute, Chicago, was the feature speaker at the luncheon 
held at the Edgewater Beach Hotel. He stressed the need 
of harmony, proper lighting and weekly changes in win- 
dows, and declared that many points to be followed in the 
painting of pictures must also be followed in the creation 
of window displays. 

Thomas C. Costello, Armour & Company, Chicago, was 
the first speaker at the Tuesday afternoon session. His 
subject was, “The Use of Store Advertising Material by 
Armour & Company.” Several pieces of material used were 
shown as illustrations of his address. Mr. Costello said in 
part: 

“From years of experience we know that there is a limit 
to the possibilities and the necessity of installing displays 
in stores where our products are for sale. We know that 
we can rely on our salesmen to install the store signs, cut- 
outs and reproductions of cartons and packages, but wheré 
a fancy display must be built we do not expect our sales- 
men to handle the proposition because it will interfere with 
their selling. We can not afford to have salesmen taking 
up time with displays that is needed to get orders. 

“The need for store signs, window display cutouts, etc., 
is an established fact. In all sections of the country we find 
stores of every description built to accommodate the sale 
of products intended for the consuming public. The win- 
dows in these stores are arranged for displaying merchan- 
dise and the interior locations are designed and installed 
for that purpose. The customer is permitted to see the 
goods under the most favorable circumstances and is en- 
couraged to select purchases from tables and counters laid 
out in the store. 

“A dealer can not always conveniently nor economically 













display the actual products he has for sale; therefore, there 
is the need for other means, because display is very neces- 
sary. Reproductions of these products or packages are 
made up and furnished the retail dealer to build displays 
in his store. 

“The retail store is the last link in the whole plan of 
advertising. When a customer enters the retail store she 
is prepared to buy and generally has in mind just what she 
wants to buy, but often buys other products by reason of the 
fact that the suggestion of purchase has been made to her 
through the display of merchandise, either the package itself 
or through the medium of window or interior decoration. 

“Through this association we can do a great deal toward 
educating the dealer to more fully realize the importance 
of taking advantage of the general publicity that the manu- 
facturer gets for his product. A large percentage of dealers 
analyze a piece of advertising material or a window trim 
only from the standpoint of beauty or art. When a man 
is sent to their store to decorate they want a lot of fancy 
crepe paper draperies and curtains; they want the whole 
side of their store covered over with signs, and after the 
windows are decorated they will crowd in large quantities 
of other merchandise and even competitors’ advertising ma- 
terial, which lessens, or entirely kills, the advertising value 
of the display. 

“Our efforts should be directed against the misuse of 
advertising material, and the best way to do this is through 
education. The manufacturer of advertising material must 
have a better understanding as to the construction of suit- 
able store pieces, advertising agencies must take into con- 
sideration the necessity for linking store display with other 
forms of advertising effort of the manufacturer and the 
manufacturer himself pay more attention to the distribution 
and installation of display pieces. The dealer and his clerks 
can be influenced to have a higher regard for this store 
advertising and use every piece that comes to their store to 
the limit of its possibilities in developing business for 
them.” 

David Meyer, superintendent of windows, United Cigar 
Stores Company, Chicago, next occupied the floor, speaking 
on “Good Windows—The Life Insurance of Retail Busi- 
ness.” He declared that one principle followed throughout 
their stores is to never let anything except the merchandise 
itself dominate the window. This medium is practically 
the only one used for advertising their products and has 
proven successful enough to place the organization among 
the greatest chain store companies of the world. The busi- 
ness has developed to such an extent that now more than 
200 displaymen are employed and 25 card writers and an 
entire lithographing plant utilized to produce window and 
store cards. 


Too Much Waste in Display Material 

“Waste in Hardware Display Advertising” was the sub- 
ject of the address delivered by Rivers Peterson, editor of 
the Hardware Retailer, published by the National Retail 
Hardware Association, Indianapolis, Ind. “About a year 
ago,” Mr. Peterson stated, “we employed Charles Henry 
Mackintosh to make a study of the waste feature in hard- 
ware advertising. We asked that he prepare his material 
after a careful survey among hardware dealers and not 
from preconceived ideas. The survey developed the facts, 
closely accurate, I believe, that 904,500 window trims are 
sent each year to hardware dealers by wholesalers and 
manufacturers, and that the cost of these dealer helps varies 
from 17% cents to $12.00—averaging $2.40 a trim. In other 
words, $2,170,800 are invested each year in this form of 
dealer help, and, based upon the percentage recognized as 
used, $1,193,940 of this material reaches the furnace or 
the paper baler without ever having been put to the use 
for which it is intended. 
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“In other words, of the 904,500 trims mailed each year, 
497,475 are thrown away unused—wasted. At first thought 
these figures may seem depressing, but, as Mr. Mackintosh 
points out, there must be waste in everything. Perhaps, 
and probably, it is true that no form of advertising is more 
productive than the ratio of window display material that 
is put to use. But, of course, that should not deter us from 
an earnest effort to get more displays used, to get them 
used to a better advantage—to eliminate .a part of this 
waste.” 





JOSEPH M. KRAUS 
Chicago, Ill. 
New President W. D. A. A. 


In the first place, what is the attitude of the retailer 
toward the window display you send him. I know that 
these things are called “dealer helps,’ and I know that 
they are not so accepted by many dealers. There are, in 
fact, a great many dealers who look upon these helps as 
an effort on the part of the manufacturer to get valuable 
publicity for himself and his line. I know as well as you 
that this is a warped viewpoint, but, nevertheless, it is a 
viewpoint. So it seems to me that one of the first things 
needed to increase the productiveness of your window trims 
is to sell the idea to the dealer that he benefits more than 
the manufacturer when such a display is made. This 
thought should be in all literature regarding window trims, 
and it should be in the conversation of every contact man. 

“There is one thing that I have wondered about in con- 
nection with window display material. I have seen these 
displays come into hardware stores—handsome displays 
very carefully packed. I have seen them unpacked, and yet 
in little of the material is there the suggestion that the 
dealer should preserve the trim after it has been used once 
and use it again at a later date. I have sometimes thought 
that a red label could be pasted on thé outside of the wrap- 
ping worded to this effect: ‘Open carefully and preserve 
this container for repacking the trim when it is taken from 
your window.’ This would save many good trims for future 
use.” 
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The final address of the afternoon session was delivered 
hy Bernard J: Mullaney, vice-president, Peoples’ Gas Light 
& Coke Company, Chicago, entitled “Window Displays— 
What For?” The complete message delivered by Mr. Mul- 
laney wll be presented in the next issue of this publication. 

The first of the special entertainment features arranged 
by the Chicago committee was the annual banquet held at 
the Edgewater Beach Hotel, Tuesday evening, with Joseph 
M. Krauss, chairman of the Chicago Convention Committee, 
presiding. Special music and entertainment features were 
presented under the direction of Miller Munson, advertising 
manager, Hoover Suction Sweeper Company, Chicago. 

Professor A. J. Snow, iecturer in psychology, North- 
western University School of Commerce, and director of 
psychological research, Yellow Cab Company, Chicago, the 
first speaker of the evening, declared that the most impor- 
tant consideration in advertising is not to attract attention 
but to arouse the right type of interest, which definitely 
links consumer desire with the copy of the advertisement. 
“It is more important to hold attention than.to attract at- 
tention. Window displays, as other advertising, must sug- 
gest a solution to some specific need of the individual. 
Modern psychology recognizes that man is not a reaction- 
ary mechanism that can be tricked into action, but rather 
a dynamic body with certain wants and desires.” 


George Fowler Addresses Annual Banquet 


George J. Fowler, of the J. Walter Thompson Company, 
New York City, and formerly advertising manager, Colgate 
& Company, was the other speaker of the evening, using as 
his subject, “Coordinated Advertising.” He stated that the 
first law of advertising is to arouse discontent—discontent 
for beauty, utility and happiness. Window advertising must 
be like a man—possess cleanliness, simplicity, force and 
charm. There is too much effort being made to achieve 
cleverness and not enough of the conventional basis. Our 
job is to create, not imitate, even though our competitors’ 
ideas may seem good. The showing of one national adver- 
tised product in a dealer’s window causes the public to 
realize that that store handles a complete line of standard 
products, Mr. Fowler said. 

“Coordinated advertising is nothing more, nothing less, 
than the tieing up of window advertising with all other 
forms. Window display is one of the most effective of all 
mediums getting more customers per dollar and more dol- 
lars per customer. We should all work toward a more 
trusting nature between manufacturer and retailer to elim- 
inate the attempts frequently made to put something over 
on the dealer. There is not enough knowledge of display, 
and, the best thing for everyone connected with the industry 
is to get more knowledge.” 

The second day of the convention found C. S. Clark, 
chairman of the speakers’ committee, in the chair in place 
of Arthur Freeman, chairman of the Board of Trustees, who 
was unable to attend the convention. Walter E. Hardy, 
president of Hardy Advertising Company, and advertising 
counsel for Cooper Underwear’ Company, Chicago, was the 
first speaker of the morning, and his address drew as 
much comment as any delivered at the convention. His 
subject, “Why Cooper Underwear Company Spend Annually 
from $50,000 to $75,000 on Window Display Service to 
Dealers,” proved both interesting and instructive. Mr. 
Hardy said in part: 

“As I see it, the news value of the subject assigned me 
falls under three heads—first, what Coopers are doing; sec- 
ond, why they are doing it, and third, with what success. 
The presentation of these facts of accomplishment leads us 
to three conclusions—that retail windows offer circulation 
greater than any other media on earth; that the secret of 
getting into retail ‘window lies in building better the kind 
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of display material that the best display men build for 
themselves, and that retail window display advertising offers 
a man’s-sized challenge to the ablest artistic and creative 
minds of the advertising profession. 

“The Cooper Underwear Company is building a complete 
monthly show card and window trim service for men’s fur- 
nishing and clothing tsores and selling it to dealers. Here 
is news. Dealers are actually paying for a manufacturer’s 
window display advertising. This consists chiefly of uni- 
form cards and model displays. Coopers distribute only 
underwear, hosiery and nightwear. Their object in supply- 
ing this service is that they hope to get their products 
shown more often if the dealer has cards on Coopers’ prod- 
ucts that harmonize with the other cards shown in the trims 
of a given month. By supplying this service every month 
they anticipate that they will get underwear shown during 
months when the dealer would not otherwise think of dis- 
playing underwear. Another feature of this service not 
included in any other service is a book of photographs of 
seasonable window trims with detailed instructions how to 
make the trims. Handling merchandise in a window is an 
art. Making it look good in the window requires experi- 
ence. We employ the best window trimmers money can 
command, and the cost is borne partly by Coopers and 
partly by the dealer. It is a nonprofit cooperative service. 

‘Why are Coopers taking so much interest in window 
display? Their answer in brief is that retail windows sell 
more merchandise than any other kind of advertising and 
retail windows afford advertisers greater circulation than 
any other media known in advertising unless it be the 
radio. If we are able to inject a new note into this con- 
vention we hope that it will be that retail windows be given 
credit for their tremendous circulation. Every advertising 
man knows the importance of circulation in buying adver- 
tising. 

“There is no more effective way to merchandise national 
advertising than to couple it with wonderful display helps 
for the dealers. The dealer knows that his windows sell 
merchandise. To interest the dealer in your national adver- 
tising show him commanding displays that he just can’t 
keep from putting into his windows. Show him displays 
so much better than he can create for himself that he will 
get visions of the greater sales such windows bring and you 
will get the windows. National advertising is effective in 
proportion as it wins dealers’ cooperation. The greatest 
cooperation a dealer can give you outside of putting in your 
line is to let you into his windows. 


“Build your window trims as attractive as the best na- 
tional advertising is built and you will command windows. 
Put into the building of your window displays the same 
kind of brains and skill that you put into your national 
advertising and you will get through retail windows four 
or five times the circulation you pay for in publications and 
other media. Bring into your window trim planning the 
masters of window display technique. Go to .the sources 
to which the great stores turn for ideas in building better 
windows. a 

“We can not expect to get acceptances from our window 
display material unless we built it better than the best stores 
are doing it for themselves. The displaymen of the great 
stores of America are setting a real pace for national ad- 
vertisers to follow. If we want to get into the windows of 
the great retail stores—the windows with big circulation, 
the windows that sell merchandise in volume—we must think 
and plan big in this matter of window display help for 
dealers. Small stores follow the big stores. Build your 
displays to appeal to the great stores and they will fit the 
small stores, too. In building the Cooper window display 
service we have followed what is considered good standard 
practice in the best stores of. America. 
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“It is too early yet to trace results or draw final con- 
clusions, for the service has been running only since the 
first of this year. Many hundreds of dealers have sub- 
scribed to it and many expressions of approval have been 
received. Out of thirty-eight dealers checked up last April, 
nineteen dealers who had the service sent 40 per cent more 
orders than nineteen other equally good dealers who did 
not have the service. After many months of intensive re- 
search in the window display field, we are convinced that 
we have yet a long way to go and that we haven’t yet begun 
to scratch the surface of our possibiiities in selling through 
plate glass.” 

“Newspaper Merchandising Cooperation” was effectively 
told by Stephen B. Horton, merchandising manager of the 
Chicago American, Chicago, Ill. Mr. Horton’s address is 
given in complete form beginning on page 70. 

C. King Woodbridge, president of the Associated Adver- 
tising Clubs of the World, in addressing the convention 
spoke on the work of the associated clubs, noting incidentally 
that Great Britain is making great progress in advertising. 
He lauded Austin Reed for his development of the open 
store and open window policy, which is not frequent in 
Europe. 

“American advertising men have a_ responsibility in 
teaching Europeans the value of exchanging ideas and in- 
formation. Advertising metl were urged to make renewed 
study of how advertising benefits the public because the 
public is likely to challenge business in America, as it is 
now doing in Europe,” Mr. Woodbridge said. 


Cc. T. FAIRBANKS 
Chicago, IIl. 
Member Board of Trustees, W. D. A. A. 


Samuel Hibben, manager of Illumination Bureau, West- 
inghouse Lamp Company, Harrison, N. J., was next on the 
program. His subject was “The Pulling Power of Light.” 
Demonstrations of effects produced by the use of colors on 
displays of various commodities were given under the di- 
rection of E. B. Tillson, of the Commonwealth Edison 
Company, Chicago. 

“It is an easy matter to light windows at night so they 
will attract people, but the problem confronting the mer- 
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chants today is to light them so they will draw the passerby 
in the daytime,’ Mr. Hibben said. “Do not use a dark 
background to show goods in the daytime unless it has a 
dull finish. Avoid glare by directing the light from a few 
selected places, but never with bare lamps and never place 
mirrors in the back of windows. Do not use inferior light- 
ing fixtures for windows, for they will not produce the de- 
sired results. The best lighting for displaying dark objects 
is silhouette lighting.” 


Woman Addresses Luncheon Meeting 


The luncheon meeting for the second day proved the 
most interesting of the three. An address, entitled “Woman 
—the Window Shopper,” was delivered by Miss Helen M. 
Bennett, managing director of the Woman’s World Fair, 
Inc., Chicago. She stated that women are greater win- 
dow shoppers than ever before because the windows now 
display more garments than were shown then in the store. 
She pointed out that whereas stores formerly carried many 
racks of garments for the customers’ inspection, they today 
display only a few on forms. Women must be sold on the 
basis of bargains and they like to see prices in windows, 
she said. They are also prone to set their standard of style 
by what they see in the windows. 

The other speaker at the luncheon was H. B. Prochnow, 
assistant manager of publicity of Union Trust Company, 
Chicago, whose address was “Bank Displays.” He told of 
the recent advancement of bank window displays and their 
effectiveness in increasing business in all departments. This 
address was so full of interesting facts that it will be pub- 
lished in full in an early issue when more space can be 
devoted to it. 

The afternoon session of the second day was devoted to 
inter-departmental meetings in a fashion similar to that fol- 
lowed by the Associated Advertising Clubs of the World at 
their annual conventions, so that all may know of the work 
being done by the various branches. C. T. Fairbanks, vice- 
president of the association, presided and in opening the 
meeting introduced R. A. Warfel, the new executive secretary 
of the National Advertising Commission. Mr. Warfel 
stated that serious thought should be given a study of 
how the national commission can help the association and 
how the association can help the national commission. 

The first group to be represented on the program was 
the national advertisers and manufacturers, but owing to 
the forced absence of the scheduled speaker, this portion 
was postponed until a later hour of the convention. The 
next group was that of advertising agencies, who were 
ably represented by Bates Compton, of H. K. McCann Ad- 
vertising Agency, New York City. He outlined the work 
of an agency in the formation and execution of an adver- 
tising campaign and urged that all persons in any way 
affected by window display keep in touch with the agencies 
and work with them for the general good of all. The 
agency, he said, is in a three-sided position, being buyer, 
seller and designer, and at the same time seldom in exactly 
the same position twice. 

The producers of window display material was the next 
group on the program. They were represented by C. G. 
Munro, president of Munro & Harford Company, New 
York City, who is chairman of the research committee of 
the Employing Lithographers’ Association. His address, 
“Window Display Surveys,” revealed many interesting 
points in the use being made of display material by re- 
tailers all over the country. Exhaustive surveys were 
made of several branches of the retail field, a complete ac- 
count of which will be featured in a special article by Mr. 
Munro in the next issue of this publication: 

The final group represented on the program was that of 
installation services. B. J: Millward, director of displays. 
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Noyes Bros. & Cutler, Inc., St. Paul, Minn., one of the 
largest wholesale drug companies in the world, delivered 
an effective address and led a discussion of the use of win- 
dow display installation service companies. His address 
was, in part: 

“In looking back over a period of twenty-five years of 
display work I have never seen the intense interest that is 
being shown at the present time. There are very few lines 
of business that have not come to a realization that proper 
window display is one of the greatest factors in putting over 
a selling campaign to the public. With this change there 
has come the necessity for better service in the installa- 
tion of displays to secure the greatest amount of returns. 

Last year at our convention one speaker made the re- 
mark that we should forget about the waste and talk about 
the windows that have been installed, which is all very well 
in its way, but if by any means we can get the merchant to 
use at least 25 per cent more of the display materials that 
are sent him, then it is well worth while to take into con- 
sideration some means that will aid in overcoming this 
waste. 

“Now, as one means of eliminating this great waste, 
there has come into being what is called the display in- 
stallation services, whose business it is to properly install 
the manufacturers’ display material. Many merchants have 
neither the time or the inclination to handle the many dis- 
plays sent him, and that is where we believe a display 
service can be of great assistance to the manufacturer in 
getting his merchandise before the public in the right man- 
ner and at the right time. I know that many manufacturers 
will think that after paying a good price to get up a beau- 
tiful display that it should not be necessary to pay someone 
to install it, but, nevertheless, it is a fact; but, on the other 
hand, the saving of display material alone will more than 
pay for the cost of proper installation by these service 
companies. 

“Another angle which should be of interest to the manu- 
facturer is the saving by shipping display materials direct 
to the display service company, they making distribution. 
Also it gives the manufacturer a chance to check up on 
his displays and to know just how many are being used, 
and where they are used, as work cards signed by the dealer 
telling when installation was made and how long display 
will remain in, are sent to the manufacturer weekly. 

“There are quite a number of reliable, well-organized 
display services which cover a great part of this country, 
and we feel that there should be a splendid working hook- 
up between the manufacturer, advertiser, the concerns that 
get out the dispays and the men that properly install thera. 
I believe the display service that will consistently and con- 
scientiously work with the manufacturer and the dealer 
whose windows are used will be a very important link in 
that great chain of modern merchandising through the 
window.” 


Dinner, Dance and Frolic Enjoyed 


The entertainment feature for the evening of the second 
day was a dinner, dance and frolic at the famous Rainbo 
Gardens arranged by the Chicago members under the able 
direction of Miller Munson, advertising manager of Hoover 
Suction Sweeper Company, Chicago, who was chairman of 
the entertainment committee. 

Sessions arranged for the morning and afternoon of the 
final days were reversed so that guests attending the noon 
luncheon could remain for the educational meeting in the 
afternoon, and in order that important. business could be 
transacted at the earliest possible moment. P. W. Murphy, 
member of the Board of Trustees, presided. 

Sol Fisher, of the Fisher’ Display Service, Chicago, de- 
livered a.very interesting address on “What the National 
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Advertiser Ought to Know About Window Display.” Mr. 
Fisher said in part: 

“The producers of window display material, that is, 
lithographers, designers, process people, etc., must learn 
more about window display. Just to figure out how a dis- 
play can be produced, so that there will not be any waste 
in stock is not planning a selling window display. Just to 
have live colors does not mean an attractive display. Just 
to have a three-panel screen doeg not mean a selling win- 
dow display. 


What Advertiser Should Know About Display 


“The first-thought to be given to a window display shall 
be, first, Will it sell the merchandise? Second, Will it be 
attractive enough to stop the passerby? That is the reason 
why displaymen and services that specialize in installing 
window displays for national advertisers use attractive color 
combinations as decorations in conjunction with the manu- 
facturers’ dealers’ helps. Third, and very important, is 
that the display shall be flexible enough so that it will fill 
up any size of window, and will it have balance? Fourth, 
not to have too much copy. I presume there is quite a few 
here who disagree with me on this statement, but I believe 
that just a few outstanding points shall be incorporated in 
the window display. 

“Why does the manufacturer or national advertiser de- 
sire to secure window displays at the retail store? I pre- 
sume it is intended to move the merchandise with which 
he has stocked up the merchant. There is no question that 
the window display will sell merchandise and at the same 
time add profits to the merchants’ cash register. There- 
fore, | do not think it is necessary to bribe the merchant 
to secure his window for display purposes if the item 
which is being placed on display has any merit. 

“By bribing the merchant, I mean giving free goods or 
cash returns for the use of his window. In the first place, 
any merchant that gives away free goods for a window 
cheapens the value of that item with the merchant, mean- 
ing that that particualr item has not enough merit or de- 
mand for the merchant to give up his window to help it 
move, without any compensation. 

“In regard to window display esrvices, it has been proven 
that the most successful services are run by window dis- 
playmen who have had actual experience with window trim- 
ming, and when looking for window display service installa- 
tion you, might as well get the best that there is, and not 
the cheapest.” 

Francis D. Gonda, vice-president, Einson-Freeman Com- 
pany, New York City, gave a very instructive address on 
“How to Get Results From Window and Counter Display 
Advertising.” Many illustrations of successful display 
pieces were cited in the course of this talk. 

“We need more of the scientific spirit in store display ad- 
vertising and this meeting represents the first scientific clinic 
held on the subject. In studying the instances of notable 
success within my experience or observation, I have come 
to these definite concRiusions--that while the problem of 
store display is primarily an advertising problem it differs 
fundamentally from other phases of sales or advertising 
work. That because it deals not only with inert ink and 
paper, but with such variables as an actively functioning 
business and its temperamental human adjuncts, it must be 
approached from an entirely diffeernt and strictly individual 
angle. And lastly, that while the successful producer or 
originator of displays must be a combination of advertising 
man, artist, engineer, inventor, stage manager, psychologist 
and practical printer, he must, first of all, be a merchant. 

“It’s a hard job to attempt to reduce to a set of simple 
rules all the complex factors that go to make a successful 
window or counter display, but at least four clear-cut prin- 
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ciples have emerged from my study of successful window 
and counter displays—four main classifications into which 
one may assign any of the relatively few displays that have 
achieved notable sales results in recent years. These four 
principles are dramatization, demonstration, cooperation and 
adaptation.” 


“Let us take the first of these ‘rules,’ if we can, and call 
them by such a hard and fast name at all—dramatization. 
This does not mean merely a startling trick or stunt to gain 
attention. It means using the principles of the stage or 
screen, or other means of dramatic representation to pre- 
sent, vividly and arrestingly, the basic sales argument or 
selling thought back of the article you are seeking to sell. 
There are a number of ways in which the basic asles argu- 
ment may be given a dramatic touch, but perhaps the most 
effective of all is the picture that tells a story. 


- Public Is Tired of Meaningless Displays 

“It is an interesting fact and a tendency that few ob- 
servant people could help but notice that there is a decided 
swing in the illustration of magazine covers away from the 
good old standby of a pretty girl’s head, and toward the 
type of cover that presents an interesting, humorous or 
dramatic situation. There is a hint in this to those who are 
interested in the production or use of store display adver- 
tising—and more than a hint, a plain warning. The public 
is serving notice that it is tired of seeing the same old 
meaningless grin on the same old procession of brainless 
pretty faces, and is good and ready for a new note in store 
display advertising. It will respond to something real, too! 

“What was the prize display of several years, from the 
standpoint of both use by dealer and sales results, was the 
famous ‘danger signal’ window used during Squibb Week 
last year. It might be termed the 100 per cent display be- 
cause it embodied in a display all of the principles of 
dramatization, demonstration, cooperation and adaptation. 

“It dramatized the idea of preparation for home emer- 
gencies, first, by picturing a woman showing the family 
doctor a medicine chest well stocked with Squibb products ; 
second, by a copy panel headed ‘Like a Flash Comes the 
Emergency, back of which, through a red transparency, an 
electric light, the ‘danger signal’ flashed on and off. It 
demonstrated the entire Squibb line by providing an actual 
cabinet and shelves to hold the products. It offered the 
dealer a substantial form of cooperation by giving him a 
sample package to give away with every dollar’s worth of 
Squibb products, and it was especially adapted to drug win- 
dows because of its medical atmosphere. 


“According to W. C. Kirby, sales promotion manager of 
E. R. Squibb & Sons, it not only got a window from exactly 
100 per cent of the dealers to whom it was sent, but in- 
creased sales for each dealer from 200 to as much as 600 
per cent during the week that it was shown. 


“The problem, after all, simmers down to the fact that 
if we want to get real results from window or counter dis- 
plays, we either have to be merchants or turn merchants. 
We have to get on the dealer’s side of the counter; we have 
to know from his viewpoint what are the retail store’s 
problems of selling, of display, of stock keeping, store ar- 
rangement and turnover. And when we have done all that, 
then only have we the right to call ourselves competent 
creators of display. Then only can we send out a display 
and feel confident that it will get in and stay in and sell.” 

Frank Morse, manager of the sales. promotion and re- 
search department of the Chicago Elevated Advertising 
Company, Chicago, Ill., in his address, “Encouraging Neigh- 
borhood Store Displays,” stated that dealers in the suburban 
and residential sections should consider windows their fore- 
most advertising medium. He said in part: 
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“The ring of the cash register often depends on the ap- 
pearance and the arrangement of store windows. Every 
neighborhood dealer, with his limited advertising oppor- 
tunities, owing to the cost of space in recognized advertising 
media, might well adopt for his slogan, in this day of slo- 
gans, ‘Windows First in Advertising.’ 

“Wherever you find big business identified with retail mer- 
chandising, it will invariably be noticed window displays 
have had thoughtful and discriminating atteniion. This 
careful attention to window display advertising is by no 
means confined to department stores, clothing, furniture 
stores and other large stores specializing in merchandise, 
but it is also noticeable that window displays of the big 
chain systems have been painstakingly planned and are of 
definite character. You will observe this care particularly 
in the chain grocery stores, drug stores and cigar stores. 
Through the intelligent use of their windows, these stores 
in an important way are made to prosper. 

“In fact, progressive and successful retailers are not only 
careful to well use such supplies of advertising material as 
furnished by the manufacturer,, but are ever following up 
the manufacturers for new supplies. The same type of 
neighborhood dealer is alert to see what is being advertised 
and tie up his window displays with it. It is noticed, though, 
neighborhood dealers will draw the line in using window 
displays of merchandise that is advertised by the manu- 
facturers as being on sale in the XYZ drug store and other 
drug stores, thus showing a preference by mentioning the 
name of a big retailer or organization, whereas ‘For Sale 
by All Druggists’ overcomes the objection. 

Of course, profits allowed the neighborhood dealers by 
advertisers are a factor toward obtaining the dealer’s sup- 
port in the use of window display material. Naturally, the 
neighborhood dealer does not want to encourage sales on 
short-profit merchandise. 


“The frequent request that retailers make for window dis- 
play and store advertising matter suggests that very often 
manufacturers could advantageously do more in this direc- 
tion. A window display is the neighborhood dealer’s spe- 
cial message to his trade and to those of the community. 
A window display implies the dealer’s endorsement and 
recommendation of the merchandise so advertised. And so, 
window displays have telling effect in quickening the suc- 
cess of advertising campaigns.” 

The luncheon meeting which preceded this session was a 
joint meeting with the Advertising Council of Chicago. 
Homer J. Buckley, president of the Chicago organization, 
presided. William Nelson Taft, editor of the Retail Ledger, 
Philadelphia, Pa., delivered a stirring address on “What 
Type of Window Display Does the Retailer Want?” His 
address, which was based on a recent survey made of the 
field, revealed the following facts, as stated by Mr. Taft: 


Type of Window Display Dealer Wants 

“The manufacturer and national advertiser has not taken 
the trouble to find out just what the average retailer requires 
in regard to window display material. Realizing this, and in 
order to secure data necessary for the reparation of a book 
on window display from the dealer’s viewpoint, I wrote 250 
prominent displaymen and retailers and received back approx- 
imately 100 replies. They were asked to state three of the 
greatest problems in creating displays. Twelve outstanding 
problems were given in these letters, and, grouping them 
according to the frequency with which they appeared, it was 
found that first on the list was power of attraction. Motion 
was admitted the greatest of all attracting devices. Some of 
the simplest forms of motion were cited, and in only a few 
were examples requiring such mechanisms as clock work 
given. 
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“Second on the list was color harmony. The third was 
sales power of display. Will it sell goods? If it attracts it 
will sell. The fourth was merchandise exhibit. The goods 
to be shown must be selected with care and shown in such a 
way as to appeal. Backgrounds, fixtures and lighting are 
vital necessities. Uncovered appearance of the window stood 
next in line, and the next one was cleanliness. Timeliness 
was given this far down the list although to me it should be 
much higher up. Seasonable displays is a very necessary 
point. Originality was the eleventh, and the last was win- 
dow cards, an extremely important factor ni any display. 

“All this boils down to five points as to what the retail 
merchants want in the way of window trims. First, make 
them easy to handle; second, make them effective; third, 
do not overcrowd or be selfish; fourth, make them good but 
do not make them too good. It is better to divide the money 
spent on several sets than spending it all on one expensive 
one. The fifth and last is to keep the merchant sold on the 
value of using the display material sent to him. If these are 
followed greater results are assured, for this is taken from 
the experience of 100 displaymen and not from one person’s 
own ideas about the matter.” 


Business Meeting Held on Final Day 

Proceedings at the business meeting moved with clock- 
like precision, but with ample time given for a thorough dis- 
cussion of every problem brought before the meeting. It was 
plainly evident that the cooperation of the individual members 
was sincerely desired by the officers and board of trustees 
in outlining the program for the following year. Eidwin L. 
Andrew, retiring president, was in the chair, and it was 
largely due to his efficient administration of the meeting that 
the business was so satisfactorily’ transacted. |; 

After the roll call, minutes of the previous meeting and 
other incidental matters had been dispensed with, a report of 
the work of the membership committee was given by P. W. 
Murphy, of Cleveland, chairman. It showed a sound and 
steady growth, with prospects for a greater increase during 
the following year. 


C. S. Clark, chairman of the speakers committee, reported 
that many engagements had been filled by officers and mem- 
bérs of the association, and that requests were now on file 
for speakers in many of the more prominent cities throughout 
the country. 


DISPLAY 


Photograph of Annual Banquet of W. D. A. A. Held at Edgewater Beach Hotel, Chicago, First Evening of Convention 
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Due to the forced absence of Arthur Freeman, of New 
York City, chairman of the finance committee, no report was 
made of the association’s finances except that included in the 
treasurer’s report. This, after all, is the basis for a report 
from such a committee. No report was received from the 
research committee, of which Dr. F. H. Peck, of Cincinnati, 
Ohio, was chairman, due to a shortage of funds throughout 
the year limiting the possibilities for such work. 
nating committee, reported that the following persons had 
been selected as those men of a caliber needed for adminis- 
tering the affairs of th association, with considerations given 
to business connections and territorial locations: Edwin L. 
Andrew, assistant to the director of publicity, Westinghouse 
Electric & Mfg. Co., Mansfield, Ohio, chairman; Lee H. Bris- 
tol, advertising manager, Bristol-Myers Company, New York 
City; J. P. Roche, vice-president, McJunkin Advertising Com- 
pany, Chicago, Ill.; John H. Moore sales manager, Pro-phy- 
lactic Brush Company, Florence, Mass., and C. T. Fairbanks, 
vice-president, Edwards & Deutsch Lithographing Company, 
Chicago, Ill. No other nominations were made, and it was 
voted thatt the secretary be instructed to cast a unanimous 
vote for these men as members of the board of trustees for 
the year. 

The resolution committee presented a resolution for ex- 
tending the thanks of the association to the Edgewater Beach 
Hotel for their splendid cooperation; C. King Woodbridge, 
president of the Associated Advertising Clubs of the World, 
for the next ‘year’ convention to the board of trustees. 
speakers collectively, National Advertising Commission and 
National Better Business Bureau. This report was accepted 
and unanimously approved. 

It was decided’ to leave the selection of a meeting place 
for the next year’s convention to the board of trustees. 

A resolution to change the name of the association to the 
Window Advertising Association, dropping the word “Dis- 
play,” was tabled and referred to a committee, to be appointed 
later, for investigation and report. 

Immediately following a meeting of the board of trustees 
the following officers were announced as elected for the year 
1926: Joseph M. Kraus, advertising manager, A. Stein & 
Company, Chicago, president; F. C. Kenyon, Jr., sales pro- 
motion manager, Congoleum-Nairn Company, Philadelphia, 
Pa., vice-president, and Frederick L. Wertz, display counsel, 
New York City, secretary-treasurer. 
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Origin and Execution of Display Ideas 


Display creations should be developed from thoughts which couple the 
merchandise with surroundings that have a direct relationship 


By W. L. STENSGAARD 
Display Manager, C. W. Klemm, Inc., Bloomington, Illinois 


O doubt much may be said and has been 
said about display ideas. The question 
is often asked, “Where do you get your 
ideas?” for many seem to think there is 

some myth or mystery about their origin for use in 
displays. 

An idea is the image or picture of a visible ob- 
ject formed by the mind. Almost every idea has 
originated through a thought which held relationship 
to some visible object in the mind of the originator. 
Therefore, ideas for display purposes should orig- 
inate by keeping in mind the article or merchandise 
to be displayed and coupling with it a thought that 
will place it in surroundings having a direct relation- 
ship or bearing upon the article. 

The purpose of display advertising is to exhibit 
merchandise in a way that will bring out its best 
qualities and features to such an extent that a de- 
sire to possess will be created and sales made. Such 





a trend of thought is bound to terminate in ideas of 
great display value. 

In the installation of seasonal displays it is well 
to analyze the various types of merchandise to be 
shown during that period and then determine the 
background or setting that will serve such displays 
to the best advantage. This would be considered 
thought toward general displays. 

Special displays and feature displays need thought 
confined to the particular article to be shown; for 
instance, a display of black satin frocks. Black alone 
is not particularly attractive and requires touches of 
bright color to bring out its effect and style appeal. 
Therefore, one might revert to some color effect. 
This thought will develop the idea of using, perhaps, 
a dash of red, a bright foliage unit, bright acces- 
sories, a bright piece of furniture, and so the dis- 
play develops by piling one thought upon another 
until the idea for the unit of black dresses is com- 


Attractive Autumn Display of Silks by W. L. Stensgaard, C. W. Klemm, Inc., Bloomington, 
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But, take a display of electric irons. An appeal 
to the style desire could hardly be made, so the dis- 
play must be based through the appeal for comfort, 
time and labor saving and cleanliness. This line of 
thought will quickly develop ideas for attractively 
showing the irons. 

These are but two brief illustrations of the way 
ideas have their base of origin. Experience, of 
course, is the best teacher, but practicing some foun- 
dation for arriving at them will be found a short-cut 
and most essential. 

If a displayman has developed an especially good 
character of displays his work becomes known for 
its individuality. It speaks his thoughts and ideals 
through arrangement, design and color. If he should 
incorporate every person’s suggestions with his ideas 
this individuality would soon be lost. Ideas are in- 
dividual thoughts that make for individuality in any 
display and as many ways as a thought can be inter- 
preted, in that many ways can it be applied to dis- 
play. It is only natural that certain ways will prove 
more successful than others. 

If you, as a displayman, are executing ideas that 
are proving successful in the sale of ymerchandise 
and your store to the public, then your ideas are cer- 
tainly worth while. However, if you are having 
trouble executing your ideas and they do not ma- 
terialize as anticipated, then something is lacking in 
their relationship to your displays. To correct this 
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One of Mr. Stensgaard’s Fall Opening Displays Featuring Fur Trimmed Coats 











fault will require much study. The public’s likes 


and dislikes must be analyzed by the displayman and 
the simpler ideas that can be worked out more satis- 
factorily adopted. 

Many ideas that are exceptionally good have been 
ruined by a lack of careful execution of detail or 
through an effort to create the cheapest way. The 
results of a display is what counts and the cost 
should be computed accordingly. If a few extra 
dollars will increase the value of that display enough 
to warrant the additional expenditure, then surely 
the additional effect may be seen in the final sales 
results. 

The displayman is too often expected to be a 
magician in the execution of an idea. Materials and 
labor play a big part in the creation of any display 
that is out of the ordinary and both cost money. 
Through experiencesmost everyone will find that the 
cheapest way is not always the best nor the cheapest 
in the end. 

It has been said that “A display is not made by 
what goes into it, but by what is left out of it.” It is 
easier to overdo the idea than to keep it simple and 
practical enough for commercial purposes. Ideas 
should not be considered a myth. Practical ideas are 
the fruits of careful thought, study and experience, 
and through their execution will come an education 
that lays the foundation for powerful and sales-pro- 
ducing mercantile displays. 
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The Creation and Power of Displays 


Serious thought must be given to planning display material to secure 
maximum results—Many vital points enter into construction 


By H. B. LARKIN 


Secretary, David A. Coleman Company, Benton, Illinois 


INDOW displays have but recently come 
into their own. Every day more and 
more advertisers are coming into the 
fold, placing their first orders for window 

displays. It is no longer uncommon to hear some 
well-known advertiser remark that he is getting better 
returns and more sales through his window displays 
than through any other form of advertising which he 
is using. 

Window space in the last few years has become 
recognized as very valuable and in many localities is 
being sold at a premium. Often large centrally lo- 
cated retail druggist, especially chain stores, receive 
pay for the use of their windows at a rate equal to 
their daily rent. < 

So keen is the demand for window display privi- 
leges that only the best ever reach the windows. 
Those which lack selling punch and attention-arrest- 
ing power are never used, and there is no doubt but 


Effective Lithographed Display by David A. Coleman Co. 


that there is a dealer help waste in material of this 
character which will run into hundreds of thousands 


Prize Winning Display by David A. Coleman Co. 


of dollars annually. Much of this could be avoided 
if there was a less selfish attitude on the part of the 
manufacturer, a willingness to plan a display which 
would not only help the manufacturer but benefit 
directly the retailer, whose cooperation is so vitally 
necessary at the point of purchase. 

Serious thought, therefore, should be given to the 
planning of a window display, so that in these days 
of keenly competitive merchandising this wastage 
can be kept as low as possible. In ‘the creation of a 
successful and effective window display, several vital 
points enter into its construction. The designer of a 
window display should be a real merchandiser, a good 
salesman and a student of human nature. He should 
be thoroughly familiar with the product to be adver- 
tised, its possible markets, its consumer appeal and 
with the advertisers’ previous campaign and policies. 

Window displays’ advantage over all other forms 
of advertsing lies in the fact that it is at the point of 
purchase—the only spot where advertised products 
and buyers are ever brought together. Newspaper, 
magazine, direct mail, road signs and all other forms 
of advertising are seldom read by the prospective 
purchaser at a time and place at which a purchase 
can be made. 

Consequently, if a window display is so designed 
to attract favorable attention, create interest and com- 
pel a desire to possess the merchandise advertised, it 
should directly result in sales, as it is displayed at 
the point of purchase. It is the only form of adver- 
tising outside of certain classes of direct mail adver- 
tising that can be quickly and definitely checked as 
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to its accomplishments. This point alone is very im- 
portant to many advertisers, as they can accurately 
determine the pulling power of their displays when 
in the window by keeping a record of the sales made 
during the period of exhibition. 

In the creation of an effective window display 
many points must be considered in addition to those 
of major importance: 

It should contain human interest and appeal. 

It should have what the artists call “atmosphere.” 

For example, in designing a display featuring 
chile con carne, a Spanish or Mexican effect should 
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trying to incorporate too many things into the de- 
sign. The passerby is confused, nearly always will 
lost the entire message, and the display has accom- 
plished nothing, although it may be attractive and 
eye-catching. 

A display should show the price at which the 
merchandise may be purchased. Timid persons— 
and there are lots of them—or a person with x 
limited amount of money in his or her purse, will 
oftentimes be attracted by a cleverly displayed piece 
of merchandise and have a desire to possess it. But 
if there is no price in the display, they will pass on 
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First Prise Winning Lithographed Display in St. Louis Advertising Club’s Contest by David A. Coleman Company. 


be carci out. Such a set up can not but help 
strengthen the impression of the passerby and make 
him buy. 

Novel displays are good, provided they center the 
attention of the prospective customer upon the mes- 
sage or merchandise they are putting over. Freak 
displays are seldom good, for while they may cause 
large crowds to gather in front of a window, they 
seldom bring anyone into the store at the moment 


to make a purchase. And, after all, a window dis- 


play is judged by its power to increase actual sales 
and not by the crowds congregated in front of a 
window. 

Usually a good display should drive home one 
dominant idea. “ 

Window displays often lose their effectiveness by 


rather than go inside and make inquiries and be 
embarrassed by not having sufficient money or wii 
ingness to pay the price asked. The possible pros- 
pect was at the point of purchase; improperly dis- 
playing of mefchandise and advertising sent him 
away. 

A display should be forceful and colorful. There 
is nothing that will attract like color. The study of 
colors and their combinations is one of the most 
important in the makeup of a window display. The 
colors should be pleasing to look at and still forceful 
enough to attract the eye of the passerby. It is a 
proven fact that the most successful displays con- 
tain but a single idea and are simple but colorful in 
their construction. In a display of this kind it is 


(Continued on page 61) 
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Seasonal Openings Justify Efforts 


Cooperative semi-annual openings not only attract thousands of persons 
on the street, but their success 1s traceable in a financial way 


By HOWARD F. MERRILL 
Advertising-Display Manager, Suuth-Winchester Co., Jackson, Mich. 


OMMUNITY cooperation is always a great 
thing for business. The combined efforts 
of a group will ofttimes succeed where the 
best efforts of an individual institution will 

fall flatter than the proverbial pancake. The modern, 
wide-awake business house of today is not satisfied 
with the old-style, stem-wind methods of “store keep- 
ing,” but is eager to grasp a new idea that will be a 
self-starter in promoting sales. 

Seasonal openings and coordinated efforts of mer- 
chants are real self-starters, and in practically all cases 
prove successful. Not only from a standpoint of get- 
ting the crowds on the streets to merely look at the 
pretty things displayed, but successful from an actual 
dollar and cents standpoint for days and weeks fol- 
lowing. The question has often been asked if the 
results obtained from cooperative openings and sim- 
ilar events justified the efforts and the expense in- 
curred. Anyone who has carefully studied this prob- 
lem will unhesitatingly agree that they do. 

Take, for example, one of the windows featured by 
this store during a recent community seasonal opening. 
A kitchen was reproduced in every detail. The back- 
ground and entire color scheme was carried out in 
black and white. A neatly dressed housewife sat in a 
comfortable chair leisurely reading, while the electric 
washer was busily engaged in turning out the family 
wash. A teakettle on the gas range spurted forth its 
gusts of steam. 

In the center back was a white enamel kitchen table 


with an outlay of Pyrex kitchenware upon it. Nearby 
was a white enameled kitchen cabinet completely 
stocked with scores of kitchen utensils sold in the home 
equipment department. An electric vacuum cleaner 
rested against one end of the cabinet and a canary 
cheerily hopped from perch to perch in his cage sus- 
pended from the window casing in the background. It 
was tried to include everything that would lend a cheer- 
ful, quiet atmosphere to the set. 

A small, neat card in the foreground explained to 
the spectators the idea in having the living model in the 
window doing nothing but reading. That thought was 
that with the modern equipment sold by this store the 
modern housewife has many leisure hours she would 
not have with the old methods. 

Proof of the success of this display idea was defi- 
nitely shown in the sale of two of the gas ranges (the 
highest priced in stock) that were displayed in the win- 
dow. That was not all, for three of the electric washers 
were sold and the home equipment section experienced 
one of its busiest periods. ae 

In another window we featured radio equipment, 
and within three days’ time every set displayed in the 
window the opening night was sold and an enormous 
business experienced in the sale of radio accessories. 

A great deal has Leen said recently about the “glori- 
fied peddler,” but it is certain that many dollars reached 
the tills of the local merchants through the influence of 
this community effort that might have found their way - 
into the pockets of the bell ringers. 


Display of a Complete. and Modern Equipped Kitchen by Howard F. Merrill, Smith-Winchester Company, Jackson, Mich. 
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“|| for Show Case 
Lighting 


Small and inconspicuous though it is, the 
' X-Ray SCOOPETTE is a powerful source of 
light in the show case, and merits well the 
nick-name, “Little Giant of the Show Case.” 


The SCOOPETTE is noted for its remarkable effi-_ 
ciency. This unit uses a 25-watt lamp that burns tip - 
down, insuring much longer life to the lamp. The 
small X-Ray reflector utilizes all the light from the eee 
lamp and directs it only on the goods displayed. The a ree 
SCOOPETTE is the most economical equipment to 
operate, and is furnished complete, ready to install. 


CURTIS LIGHTING, Inc. 
1119 West Jackson Boulevard 


CHICAGO 
31 W. 46th St. 3113 W. Sixth Se. 
New York Los Angeles : 





- 














Send for information about this 
handsome little black nickle unit. 
It means more business for you! 
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Getting the Dealers’ Cooperation 


Fuli benefits cannot be obtained from national advertising campaigns 


unless dealers whole-heartedly cooperate with tie-up displays 


By H. W. SCHULZE 


Assistant Sales Manager, Hickok 


ATIONAL advertising, whether by na- 

tionally distributed magazines, newspa- 

pers, or both, can and does frequently 

lose much of its force by not having the 
dealers whole-heartedly backing it. 

-It is not a simple matter to get dealer coopera- 
tion for national advertising. There are too many 
bidding for it. And all with the same appeal—better 
turnover and increased profits. These points are 
unquestionably good, but, like the term “service,” 
they have been overworked to such an extent as to 
have lost the full purport of their actual value. 

Increased turnover and profits are the resultant 
fruits of tieup with the national campaigns of the 
manufacturer but Mr.- Merchant can not avail him- 
self of every one of these “opportunities” because 
of necessity he must display the items that bring 
him the best remuneration. 

Achilles was invulnerable except in his right 
heel. Another appeal, an appeal from an entirely 
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Manufacturing Co., Rochester, N. Y. 


different angle should prove the vulnerable right 
heel of the dealer. Therefore, an appeal, unique in 
the positive benefit he is to derive, is necssary. 

All dealers display their goods in their windows 
and take a distinct pride in attractive arrangement. 
Some do this work themselves, while others employ 
it done. Both like incentive. Give them something 
to work to and a few suggestions for accomplishing 
their end, and you will have some of the best heads 
in the field at your command to help you further 
your cause and produce the finest results. 

Merchants generally encourage competitive dis- 
play work and accept the cooperation of the manu- 
facturer. They realize that it increases the ingenuity 
and initiative of their display men and results in 
finer and more original feature windows. 

We have found that our window display contests 
help us to give the displaymen new ideas and to in- 
spire them to create and build original merchandis- 
ing features that gets the dealer tieup, which helps 


First Prize Winning Display in June Hickok Contest by E. H. Leaker, Henry C. Lytton & Sons, Chicago, Ill. 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 
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ty = THE ADLER-JONES CO. HIGH LUSTRE PLUSH CO. 
in 643 S. Wells Street 1757 North Central Park Avenue 
Artificial Flowers—Decorations Plushes, Velours and Display Fabrics 
ts BENJAMIN ELECTRIC MFG. CO. INTERNATIONAL REGISTER CO. 
n- 120-28 So. Sangamon Street 13 South Throop Street 
S- ; Window Reflectors—Lighting Equipment “CUTAWL” Decorative Cutter 
pS ; THE BODINE-SPANJER CO. THE KOESTER SCHOOL 
— 1160 Chatham Court 314 S. Franklin Street 
Distinctive Display Decorations Display and Card Writing Instruction 
BOTANICAL DECORATING CO. THE MURDISON COMPANY 
319-27 W. VanBuren Ave. 316 North Michigan Blvd. 
Artistic Decorations & Artificial Flowers Anaglypta and Decorative Papers 
CHICAGO CARD BOARD CO. NATIONAL CARD, MAT & BOARD CO. 
664 W. Washington Blvd. 4318 Carroll Avenue 
Art Poster Card and Mat Board Show Card Boards, Mat Board, Cut-Outs 
CURTIS LIGHTING, INC. PAASCHE AIR BRUSH CO. 
1114 W. Jackson Blvd. 1902 Diversey Parkway 
Complete Equipment for Lighting Effects Air Brushes and Accessories 
THE HECHT FIXTURE CoO. SCHACK ARTIFICIAL FLOWER CO. 
620 Medinah Building, Wells and Jackson 134-40 North Robey Street 
Everything in Display Fixtures Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 
Write for Catalogues! 
Copvright 1924 by The Display Publishing Co. 
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Display by Eugene S. Cowgill, F. G. Clayton Co., Detroit, Mich., Winner of First Prize in Hickok Contest for July. 


so materially in putting the national advertising over 
in a mutually bigger and better way. 

The Hickok contest for June and July showed a 
remarkable response and a fine increase in percent- 
age compared with the total number of accounts. 

On these pages will be found two of the first 
prize winners. One outstanding feature of this whole 
work is the originality of design and ingenuity of 
the individual displaymen. Each man has worked 
toward a definite end—not only to be a winner but 
to produce a window of real merchandising value. 
The fact that they have accomplished their aim is 
more than exemplified in the many letters received, 
giving comparative sales figures both during and 
preceding the time of display. These reports show 
increases in sales of 70 per cent to 150 per cent, 
and in some. cases even higher. 


The successful merchant is quick to appreciate 
what this means to him. What merchant can afford 
to ignore that which definitely means sales increase 
for him? His windows are his biggest advertising 
asset. It is through his windows that the story is 
most attractively pictured to the purchasing public. 

National advertisers spend vast sums to promote 
their product for the distributing merchant. Should 
not the merchant go half-way to make this expendi- 
ture produce the biggest possible results to the 
mutual profit of both manufacturer and dealer? 


Without this cooperation advertising expenditure 
accomplishes little. By availing himself of this tre- 
mendous power and getting out of it all the manu- 
facturer intended he should, the money is well spent 
toward the mutual gain of dealer and manufacturer 
alike. 





DISPLAY CONTEST ANNOUNCED BY ASSOCIATION 


Prizes aggregating $85 are offered by the National Tu- 
berculosis Association, 370 Seventh Avenue, New York City, 
for the best window displays boosting its nation-wide “open 
window” campaign, to be held in October or early Novem- 
ber. The dates will differ in various sections of the coun- 
try to conform to local conditions. 

The first prize will be $50, the second $25, and the third 
$10. In addition to these prizes, $3 will be paid for all 
entries available for use in future publicity matter. Entry 
is to be made by sending the association a photograph and 
written. descriptions. 

All photographs must reach the association on or before 
December 1, 1925. Factors to govern the choice of prize 
winners will include effectiveness of health message show- 
ing value of open windows, merit of the tieup with the 
dealer’s merchandise, and originality of the display idea 
utilized. 

Two posters are available, one in three colors, entitled 
“Health Blows Through Open Windows,” and an impres- 
sionistic study in two colors, “Open Windows Bring Good 
Health.” Neither of these posters contain any additional 
advertising than the slogans stated. Displaymen may ob- 
tain further information through the headquarters of the 
national association at the address given above. 
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Season of Big Display Opportunities 


Period opening just prior to Thanksgiving and extending several weeks 
past Christmas holidays offer displaymen unusual opportunity 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


ISPLAY managers should take advantage 
of the unusual sales opportunities opening 
just before the Thanksgiving holiday and 
continuing with almost uninterrupted reg- 

ularity into the month of February. To be sure, it is 
ntfostly a matter of store policy that regulates sales, but 
it cannot be denied that the best time to appeal is when 
the public is in the mood to buy, and none can question 
the statement that the greatest buying inclination comes 
with the first influence of the atmosphere of the holiday 
season. 

Thanksgiving always proves a stimulus in the pub- 
lic’s somewhat natural inclination to buy, and at this 
particular time merchants are provided an unusual 


opportunity to accomplish heavy sales in table linens, 
glassware, chinaware, silverware and dining room fur- 
niture. To add to the drawing power of these displays 
there should be incorporated in them suggestions of the 
occasion. Not unlike other special occasions, the 
idea will be the important element of the display and 
upon it rests success or failure. 

The sketch shown below furnishes a good idea for 
an old-fashioned dining room display using striped 
wallpaper, an old-fashioned fireplace, antique mantle 
decorations, etc. It will be especially good for featur- 
ing a Colonial dining room suite. The cut-outs in the 
open doorways are added to the setting to help in put- 
ting over the Thanksgiving dinner thought. 
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Thanksgiving Display Background Suggestion by J. Walter Johnson, The Powers Furniture Co., Portland, Ore. 
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Blue Ribbon Display Contest Along Distinctive Lines 


Every Display Manager Eligible to Enter—Hallowe’en, Thanksgiving and Christmas Displays Singled Out 
For Cash Prizes and Distinctive Publicity. 


By ERNEST A. DENCH, Dench Display Service, 3052 Emmons Avenue, Sheepshead Bay, New York 





You probably see my name above many seasonable win- 
dow display articles in leading trade journals in most retail 
fields from automobiles to women’s wear. 

My regular, dependable service is furnished to nearly 
200 influential trade papers in seven English-speaking coun- 
tries. 

I cover, in turn, every important timely event from New 
Year’s to Christmas. 

The seeming miracle is performed by stocking my files 
almost a year ahead with display data and pictures, to be 
written up at a later date to catch the issues of the maga- 
zines for which the articles are ordered. 


Important Fall and Winter Events 


This season, for example, I have written around 100 Hal- 
lowe’en, Thanksgiving and Christmas stories, totaling about 
150,000 words—sufficient to make a thick volume. Approxi- 


mately 750 striking window displays’ were described, backed 
up by over 200 photographs. 


I could, however, have used more displays had they been 
— and not had to disappoint some of my editor 
riends. 


I am planning to remedy this defect during the next sea- 
son—1926—with your cooperation. 


I will then produce a series of Blue Ribbon Display 
stories, one devoted to each line of merchandise, such as 
toilet goods, furniture, etc., to include displays only of out- 
standing merit. ‘Editors have assured me of giving such 
stories the prominent positions they deserve. 

Never was there a contest just like this, with the prize 
displays described by a man with a reputation of knowing 
how to bring out the highlights for the benefit of other stores 
and to advance the display craft. 


THREE CONTEST GROUPINGS 


The contest will be divided into the following three classes: 





THINGS TO USE: The following lines of 
merchandise are eligible: Hardware—Electri- 
cal Household Appliances—Gas Appliances— 
Lamps—Toilet Goods—Beauty Parlor Treat- 
ments—Furniture—Auto Accessories—China 
and Glass—Stationery—Paint—Wall Paper— 
Toys—Sporting Goods—Cut Flowers and Bulbs 
— Radio — Musical Instruments — Plumbing 
Equipment—Leather Goods—Cutlery—Books— 
Jewelry—Building Materials—Banking Accts. 


Ice Cream. 











THINGS TO EAT 


The following lines of merchan- 
dise are eligible: Candy — Grocer- 
ies — Provisions — Meats — Fruit 
— Cake, Pies and Bread — Restau- 
rant Service — 


THINGS TO WEAR 


The following lines of merchandise 
are eligible: Hosiery — Sweaters — 
Underwear — Children’s and Infants’ 
Wear — Winter Sports Attire — Wo=- 
men’s Ready to Wear. All other lines 
of merchandise are eliminated because 
a little editorial demand for 

em. 


Soda Fountain — 














Decide the class you want to enter and then submit three 
photegraphs, one each for Hallowe’en, Thanksgiving and 
Christmas. 

The three displays will be judged together and given an 
average rating. Some other contestant may submit one dis- 
play of outstanding merit, while his other two examples may 
be so-so ones. Your three trims may strike a happy medium 
in merit and so run away with one of the prizes. 


The Cash Awards 


FIRST PRIZE 
$20.00 (offered in EACH of the three classes) 


SECOND PRIZE 

$10.00 (offered in EACH of the three classes) 
THIRD PRIZE 

$5.00 (offered in EACH of the three classes) 


FIVE CONSOLATION PRIZES OF $1.00 APIECE 
(in each of the three classes) 


In addition to the cash, each and every successful con- 
testant will have his displays written up and illustrated in 
no fewer than three separate articles in three leading trade 
papers. 

"The cash awards are purposely made for modest amounts, 
for the Blue Ribbon publicity offered can not be purchased 
at any price. The clippings will strengthen your scrap book 
and préve invaluable when you show your boss (or a pros- 
pective one) how a recognized specialist rates your talents. 

Entries that fail to win prizes will be included in my 
regular window display stories. 

Whether you win or not, you have everything to gain and 
nothing to lose. i 

There is a possibility, too, that the prize displays will be 
included in an elaborate textbook at a later date. 

We have seen contests from the inside where the entries 
ran into the thousands and the chance of capturing a prize 
was a 300 to 1 shot. No more than 250 entries will be ad- 
mitted in any one class. When the quota is filled, no further 
entries will be admitted. The prompt mailing of the entry 
blank below is advisable. 


Contest Conditions 


1. Submit glossy, unmounted prints, any size from 4x5 


to 10x 8Y. i : 
_ 2. Write full name and address (including store) on’ back 


‘of each print. 


3. Send by registered first-class mail (ask for return re- 
ceipt from postoffice). Protect prints with heavy cardboard, 
mailed flat, not rolled. 

4. Accompany entries with a few details of the displays 
which can not be gleaned from the pictures, such as color 
scheme, etc. 


5. Submit the three entries, one each devoted to Hal- 
lowe’en, Thanksgiving and Christmas, in one batch, not later 
than January 6th, 1926. 

6: Mail entries to ERNEST A. DENCH, 3052 Emmons 
Avenue, Sheepshead Bay, New York, marked “Display Con- 
test.” 

7. All displays must have been arranged fall and winter 
of 1925 for the three events. No photos of past seasons ad- 
missible. 

8. The points which will count with me are originality, 
selling punch and artistic grouping. The size of the show 
window, or the battery at the displayman’s command, will 
not influence me. The man who combines clerking in the store 
with trimming one window will stand as much chance as the 
display manager of the big store. 

9. All competitors will be notified by mail about Febru- 
ary 20th, 1926, the contest results. Checks will be mailed the 
prize winners at the same time. 

10. Late next fall contestants will be advised of the pub- 
lications in which their displays are published, along with 
clippings of the same. 

11. These photos.are to become my exclusive property 
for publication purposes® In other words, you agree not to 
circulate prints elsewhere for this purpose. 


ENTRY BLANK 
FPF se Be SSS SESS SS SSS SS SSS SSS SS SS SSS SSS Se 
To ERNEST A. DENCH, 3052 Emmons Ave., Sheepshead Bay, 
NEW YORK. 
I wili enter your BLUE RIBBON DISPLAY CONTEST in 
the following class: 
1. THINGS to USE. 2. THINGS to EAT. 3. THINGS to WEAR. 
(Check the class you will enter) 
I will submit photos by Jan. 6, 1926, in accordance with the 
contest conditions. 


YOUR NAME AND ADDRESS: .........esssecececescccccceccccsces 


pee cece cere eee e ee ewe e Pees eee SOO SEO SSO TEESE OEE OES SHEET ES ET ESESE SET ESOCS 


(Please PRINT these details.) 


Silence from Dench will imply that your entry is admitted. g 
Ii quota is filled you will be notified right away. P| 
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Message From New I.A.D.M. Head 


N the first day of October all officers of the International Association of 
Display Men elected at the twenty-eighth annual convention recently held in 
St. Louis assumed their respective duties. As president, I hope to fulfill 
my desire to build the association along lines for the accomplishment of the 

most good, and especially pledge my support for the promotion of the junior or- 

ganization recently created. 

Display managers should never 

be too busy to answer the ques- 

tions of their assistants or to 

show them their mistakes. Ex- 

plain the necessity of detail 

work. Offer your suggestions. 

Give them the benefit of your 

experience gained through the 

school of hard knocks. Insist 

that they read the _ excellent 

trade journals whose pages are 

devoted to our business. Infor- 

mation of a technical nature can 

thus be absorbed. Impress upon 

them the advantages of this new 

organization. Lend them all 

your assistance and share your 

ideas and knowledge with them. 

A world of good can be done 

by giving them your attention. 

Our business requires a better 

boy than the ordinary one. By 

this I mean a special aptitude 

should show itself in the boy or 

young man who aims to make a 

success in the display world. 

We must admit (and we can not 

be considered egotistical in say- 

ing it) that the successful man in 

the display industry must have an eye for the artistic and the beautiful. The junior 

member must, therefore, appreciate both these to show a talent which otherwise 

would take a long time to develop. 

Our interest, with the proper training, and their own inclination to become 
“topnotchers” in this game, should see these junior members some day winning 
prizes at our yearly conventions. The field today is more expansive, the possibilities 
greater, and the opportunities that will come to them far beyond our imagination. 

Interchange of ideas is very valuable. With this thought in mind an educa- 
tional department has been established whereby the displaymen of Canada may 
participate in the originality of the ideas of the displaymen of the United States, 
and vice versa. 

This department will have representatives in the leading cities of the country 
and it may easily be seen the great good that can be accomplished if properly worked 
out. All of the great corporations of America have become great by cooperation. 
Let individual success be made secondary. Let us all work for the success of our 
wonderful organization—the I. A. D. M. The possibilities are unlimited. 


F ode 
® & 4 
PRESIDENT 


International Association 


of Display Men 
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| Displays” _—— on ail 
| ees WINDOW DS Lag 
| 2838 SPLAY SERVICE 
| Backgrounds DecaturAve, New York 
Baskets 


Display Fixtures 
Floor Covering 
Flowers 
Furniture 
Novelties 
Plaques 
Paintings 
Pedestals 
Screens 

Silks 

Satins 

Signs call : 
i Vases Window Trimmers and Designers of 

Velour Master Window Displays 

| For Manufacturers, Retailers and National Advertisers 
Installed, Sold or Write for information concerning the “Macpanel Dis- 


Rented plays,” consisting of a set of 12 panels, one for each 
month of the year. Specially designed for smaller shops. 


Address, MAC LEOD STUDIO, 2838 Decatur Avenue, New York City 


FREE IDEAS 


Yes, free as air—but positively invaluable to folks 
interested in EVERLASTINGLY BEAUTIFUL win- 
dow signs. 



























It will be a pleasure to draw upon our experience 
in this field, covering a period of 43 years, for sug- 
gestions that will assist you in the proper advertising 
of your merchandise. 


Upon request we will gladly submit ideas for cast 
bronze or composition metal signs, name plates, card 
holders, frames, etc-—whether you need one or as 
many as one thousand. 


BRONZE BUSINESS BOOSTERS 


‘ Newman Bronze Signs are the first choice 
of display managers and national advertisers 














the world over. BULLETIN BOARDS AND DIRECTORIES 
From pattern to packing case they receive with removable letters and either brass or 
$ the same treatment at the hands of true ar- bronze frames. Dozens of styles. 


tisans as the finest piece of jewelry. 
“NEWMANCO” BRASS RAILINGS 


W ; ; fb ; —built extra sturdy to weather hard knocks 
frite for our latest catalog of bronze win- : 

dow signs and the free ideas for mediums that and the ravages of Time. 
will boost your business. 


} Representatives Wanted Everywhere Display Services: Write for Discounts 
> 


| THE NEWMAN MANUFACTURING CO. 


Founded in 1882 y 420 ELM ST., CINCINNATI, OHIO 


Our definite guarantee fully protects you. 
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Display Reduces Sales Resistance 


Greatest merchandising achievement of all times attributed to actual 
display of goods by organization head in System Magasine article 


By H. T. PARSONS 
President, F. W. Woolworth Company, New York City 


OLUME comes only from merchandising 
in response to the consumer’s most wide- 
spread demands. A store manager’s func- 
tion is to register the wil) of the consumer 

and put it into effect. 

“If we had not done exactly that, we could not have 
obtained our progressive increases in sales volume 
and in the number of our stores. We do not try to 
make the consumer trade with us. We trade with 
him. The difference is important, both to the con- 
sumer and to us. Not only is the policy of our whole 
organization founded upon what the consumer de- 
mands, but every move we make in each store is 
guided by the same directing hand. 


Suppose that a counter of a certain size in a certain 
part of the store is assigned to a new article. If the 
counter stock is quickly exhausted by sales, this is an 
evidence of approval. by the customers. The item is 
given a larger counter, perhaps in a more prominent 
position, easier for the customer to get at the article 
which he has shown he wants. 


Conversely, if we make a large counter display of 
goods which we believe will be popular, and the sales 
during the first day are slight, almost immediately we 
cut down the space assigned to the item and move the 
stock to the back of the store, or perhaps send most of 
it back to the stock-rooms on the upper floors. 

We let the consumer do our selling—and our buying. 
We let the public buy what it wishes, not what we 
want to sell it. The customer is at liberty to choose 
any one of a thousand articles from our counters. We 
do not push sales—we let sales flow. These movements 
go quickly back to the stock-room, from there to the 
warehouse, and from there to our buying. We do 
not push buying, we pull new goods from the manu- 
facturer into the buying stream. That is what jis 
. really meant by “sales pull.” It is a suction created by 
the using up of goods. We use our organization as a 
mechanism for letting the “pull” reach all the way 
back to the manufacturer. The closer we can line up 
our men with that pull, the easier is buying, and the 
greater our sales. So to increase sales, we make it 
easy for the public to buy. 


Our windows display those goods in which the 
customer will find his best opportunities during the 
current week. We do not display slow-moving goods 
that we want to get rid of ; we display the goods that the 
customer most wants, or would want most if he knew 


about them. Our managers frequently hear people in the 
aisles say to one another, “I wish I had known that they 
were selling fine napkins at ten cents last week. I 
should have bought some.” In such a remark a manager 
feels an element of reproach to himself, as if it were his 
duty not only to furnish the opportunity, but to tell the 
public about it. Our display windows exist to make it 
impossible, within economical limits, to say afterwards, 
“T wish I had known.” 

For the same reason, when we know in advance that 
a buying opportunity for the public is coming, we put 
an advance display in the windows, and perhaps also 
we wrap a handbill in every package sold during the 
preceding week. Customers learn that a special lot of 
tinware will arrive for sale on a certain date. Many of 
these special sales are set for Saturday morning, not 
that we need to increase the peak volume of sales on that 
day, but because it suits our customers’ convenience. 

We never force sales. In the early days of the 
stores it was customary, and is still customary, in some 
localities where we are introducing new stores, for mer- 
chants to hire barkers to attract attention to this or that 
counter of goods. Our stores were never allowed to 
employ barkers. Our stores are as nearly as possible 
silent places, so far as the salesmen are concerned, 
where the customers are free to do their own thinking. 

Our salespersons are not even allowed to solicit 
sales. They do not use even such a coaxing sentence 
as “Wouldn’t you like to buy of these?” It is quite 


_a different matter to. say when a customer has picked 


up an article, “Would you like one of those?” because 
the customer may be waiting for the sales girl to wrap 
it up. | 

Fpr a similar reason, we do not demonstrate new 
items. Demonstrations of goods tend to force sales 
beyond the natural demand. We do not know just 
what proportion of these forced sales are made in ex- 
cess of the basic demand, so we could not tell what 
quantity to buy. 

The only sort of demonstration that take place in 
our stores is when a customer leans across the counter 
and asks a salesperson how the article is operated or 
used, then the salesperson demonstrates to the cus- 
tomer. Usually, however, we confine our items to 


those which everybody knows how to use, or to those 
whose uses are self-evident. With few exceptions, our 
goods sell themselves. 

We apply the same principle to store arrangement 
and to the wording of placards and signs. These last 
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Get the Pep and Briskness of sms} so. wan» | 
Fall Into Your Displays 


It’s easy if you use 


ONLI-WA DISPLAY FIXTURES 


Onli-wa fixtures are noted for their quality and origin- The ONLI-WA Fixture Co. 


ality. Fixtures that’are the product of master-craftsmen ; Dept. D. W. 
that make the displaying of your merchandise easier and Gb: Daal Ave. DAYTON, O. 
more effective. 
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Reg. U. S. Pat. Off. 
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are quiet and dignified, intended for the information 
of the customer rather than for solicitation. 

Signs suspended from the ceiling tell the customer 
where to go for what he wants. The wording is brief, 
the letters large enough to be visible at a distance.. 
In a large store, a few signs indicating the classes of 
goods are made larger or even huge, so that customers 
may read them across the store. Anybody can go 
straight to the desired counter and go away again with- 
out scarcely looking at another counter. 

Each customer remembers not us, but the service 
we did him individually with our goods, and he is in- 
terested in us only to know where he can get similar 
service again. The time for us to present our name 
to him is just after he has bought some article which 
he has long been seeking, so we arrange that he can 
look up and see our sign and name above the counter 
at that moment. That may seem a little point—but, 
again, we give him the knowledge at the moment when 
he wants it. 

We do not have to do much outside advertising. 
This interior advertising, inside our stores, replaces 
much of it. Thus we get economy of advertising as 
well as the intensive effect of aiming it at a class who 
have shown they are interested. The purpose, again, 
is the convenience of the customers. 

We advertise store openings and the character of 
our business to towns where we have not previously 


had a store. It may seem strange that some people have 
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never heard of our company, but we run up against 
sufficient instances of this to keep our self-esteem re- 
duced to safe proportions, and also to give us an in- 
centive to new progress. Most of these instances 
occur in Canada, England, and on the continent of 
Europe, where we are opening many stores. We are 
now opening an average of nearly two stores a week, or 
about a hundred stores a year. 

We also advertise occasionally in towns where sales 
are below a strategic volume, in order to speed up the 
building of sales, if we think that the town really wants 
our services more than it has so far expressed in pur- 
chasing. But as soon as we are shown that the town 
does not want us without continued advertising or forc- 
ing, then we do not try to give the public what it does 
not want—not even a store. 

Another principle of our stores is that the great 
majority of people are trustworthy and honest. A very 
small minority make unreasonable or perhaps even 
untrue complaints, but they are a tiny fraction of the 
whole year’s number of customers. Our policy is to 
replace goods without question. There is little damage 
or loss. Most people are careful as well as honest. 
And we leave our counter displays wide open to the 
public. That makes it easier for the rest to buy. 

Everything inside the store is arranged for instan- 
taneous convenience. The one-floor store is most con- 
venient to the customer. Most of our stores are of this 
type. When'we desire two selling floors, we use the 


A Typical F. W. Woolworth Company Store Showing Arrangement of Windows and Front. 
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Let us wer plan ~~ Wiedow Displays 





OUR SHOW WINDOWS are the most valuable 

space in your store. When effectively decora- 
ted they attract customers, they help to sell your 
merchandise. 


The Dennison Studio has created an unusually 
effective autumn window display. We shall be 
glad to send you a sketch together with complete 
instructions for installing it FREE OF CHARGE. 


Ask also for the book, “Some Lessons in Win- 
dow Decorating,” which gives harmonious color 
combinations, tells how to make tubes, rosettes, 
streamers, strips, and explains other economical 


A windew display planned in the Dennison Studio. and effective crepe paper decorations. Mail the 
Dennison crepe is used for background decorations. coupon at once. 


Stationers, department stores, and 
many druggists sell Dennison Crepe. 


DP)ommronad 


DENNISON MANUFACTURING CO. 
Dept. 46-L Framingham, Mass. 


Gentlemen: Please send me a copy of your free book, “Some 
Lessons in Window Decorating.” 
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This is the 
Wonder Book 
of 
Christmas 
Decorations 
You 
Should Send 
For This 
Book 
Today 


IT’S FREE 














Time to Act Now 
SCHACK’S 
Christmas Flower Book---Just off the Press 


You should send for a copy of this new Christmas Flower 
Book at once—24 pages of new and original decorative ideas 
illustrated in colors. Let Schack’s new Christmas Flower Book 
contribute to the success of your Christmas decorations. 


F’'RE E 


Send in your request Today--Ask for Book XII 


SCHACK 


ARTIFICIAL FLOWER CO. 
Main Office and Factory CHIC AGO bee ae 


134-140 No. Robey St. 
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Upper, Interior of an F. W. Woolworth Co. Store, Philadelphia; Lower, Five Views of Counter Displays. 


basement rather than the second story, for the customer 
can look down through the broad stairway openings and 
see the character of goods. 

Although we sell only on one floor or the ground 
floor and basement, most of the stores have several 
other floors. The other floors are used for receiving 
goods and storing them, not in any heterogeneous way, 
but in neat standard arrangement. Articles in the stock- 
rooms are as quickly accessible to the employees as the 
same articles will be accessible to customers when they 
reach the counters. 

When business grows, it is not necessary to abandon 
the one-floor idea or to enlarge the selling space. We 
can renew the counter supply at more frequent inter- 
vals, twice or several times a day if need be, keeping 
them fed fromthe upstairs’s stock. That, in turn, may 
necessitate more frequent ordering from the factories, 
with streams of incoming material succeeding each 
other more rapidly, perhaps every week, or every day 
even for one kind of item. Our Fifth Avenue store 
receives a box of one kind of material every morning 
by truck. 

Much of retail buying soon becomes, or should be- 
come, routine. Except on articles newly introduced, 
the customer decides for the buyer how much to buy. 
It is only necessary to keep a few simple records of how 
much of each article is sold within a given time and 
then order at regular intervals replacements sufficient 
for a definite number of days or weeks. 

Our managers do not spend much time wondering 
what to do. Instead, they are merchandising. Each 
sales-person is occupied directly in selling. There is 
no need for floor-walkers. The only non-selling em- 
ployees on the sales floor are the manager, and, if the 
store is big enough, one or two assistants. 

Our stores are arranged to make it easier for the 
customer to buy. That makes it easier for us to sell. 
We sell in a simple way with a simple organization. 

We show the manager how to study the public 
wants. The public really places its own order by its 
speed of buying. The manager places the public’s 
order with our buyers. The buyers place the public’s 
order with manufacturers who can deliver it. 

It is easy to fill a prescription definitely presented. 
The hard part of the job is to write the prescription— 
that is what requires skill. While the average business 


man is wondering what prescription to write, the public 
in our stores is writing the prescription for us. That 
makes it simpler for the store manager to merchandise. 

Two neighboring towns of the same size and appar- 
ently of the same character sometimes have different 
sales of some item. Then the question occurs, Is this 
difference due entirely to local taste? The only other 
cause of the difference is that the manager with the 
lesser sales may not be serving the full public demand. 
After comparing with the neighboring manager, he ex- 
periments again by placing the item in bigger space 
needed for maximum sales. When improving the space 
still further brings no more sales, then the goods are at 
the right point. 

It does not take long for the manager of a new store 
to find out what the people in the vicinity desire. There 
is nothing to prevent repeated experiments to see 
whether the public taste has changed. We can at any 
time use the sale counters as experiment stations. In 
this way we keep up to date. But only.a small part of 
merchandising consists in development of new items. 
The bulk of merchandising, which is most important to 
the public, is the maintenance of a steady supply of 
those goods which are perpetually in demand. 


Customers often suggest to our sales-people goods 
they would like which are not on our list, or improve- 
ments in our present items. Just as the sales counter 
is the material link between our organization and the 
customer’s routine demands, so the sales-person is the 
oral link with the customer for new demands. The 
customer’s remarks are too valuable to lose. 


Even preposterous demands indicate the trend of 
the public thought and their notion of our stores. Cus- 
tomers suggest to us many goods impossible to mer- 
chandise at ten cents. This shows that many people 
have the impression that there is nothing our stores 
cannot do in securing high quality at minimum prices. 
That has been their experience in the past—why should 
they not project it in the future? And why should we 
not try to follow them? Our line of new business prog- 
ress is blazed out for us years ahead by our customers. 

We have but to keep up with the more nearly uni- 
versal of their hopes. It is always easier for an organi- 
zation to make progress when the line is blazed for it 
by demand. 
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Dress Your Holiday Windows With 
ARTIFICIAL FLOWERS and PLANTS 


For Your 
Window 
Displays-- 


We feature 
an exten- 
sive line of 
box plants, 
3S ee: oe ee sae 
W reaths 
and sprays, 
ivy and 
palms, ferns 
and _ stands, 
etc. Special 
















at for the most effective and most attractive line can be baskets, etc. 
now: ready found than DECORATIVE PLANT COMPANY. Ina 
ais large measure, buying crowds follow the store whose 
appearance is most inviting—and upon this theory the 
DECORATIVE LINE is built, affording a maximum’ of 
beauiy, color and “spirit” in each item. 
7 When 
Write or vg T wee New York 
wire for e INC. —_Be Sure to 
Our SUSEREaD SF aricias = Visit Our 
Christmas NOZECY WG OY GARDEN 
amelie: 228—232 €/ FLOWERS. \O}- NEW YORK SHOW- 
ment FIFTH AVE. FOREVER crry ROOMS 





No truer expression of the Holiday Season can be 
offered than by Floral Decorations, and no better source 








plant, 


mental 








For Your 
Interior 
Displays-- 


Every con- 
ceivable 
type of 
artificial 


cluding im- 
ported china 
and _ porce- 
lain orna- 


ceptacles, 
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An Attractive Window by Mr. M. F. Hershey, 
of the Stewart Dry Goods Co., Lotisville. 


This is one of a number of interesting photographs 
we have received showing the exceptional effects Mr. 
Hershey is producing on his Cutawl. The colorful, 
elaborate and artistic design in this beautiful Moorish 
gate was done on the Cutawl—and, best of all, done 
easily and quickly. No wonder the Stewart Dry Goods 
Company are so frequently complimented upon their 
attractive and interesting windows. 


THE INTERNATIONAL REGISTER CO., 13 South Throop Street, CHICAGO 


You, too, can have 
unusual windows, 
that win recognition 
because of their sales- 
stimulating value, 


if you have an 


INTERNATIONAL 


CUTAWL: 


—think of #, the Cutawl virtually produces what 
your ability and imagination dictate. Cuts any de- 
sign, no matter how intricate, out of wall board, 
cloth, tissue, card board, paper, etc. Cuts layers of 
poor ya up to nearly 14 inch in thickness. Easy and 
quick, 


15 Days’ Free Trial 


Write us today for further details and ask for our 
liberal 15 days’ Free Trial offer. This will enable 
you to judge, yourself, how absolutely indispensable 
the Cutawl may be to you—and your success. Write 
now before you forget. 











34 THE DISPLAY WORLD 


October, 1925 


Santa Claus Is Symbolic of Christmas 


lf properly employed during the pre-holiday season this interesting 
character can be made great merchandising asset for any business 


By ENOCH LUNDQUIST 


Advertising Department, The Hoover Company, Chicago, Illinois 


ANTA CLAUS is taboo in the windows of 
many splendid stores. Reindeers likewise, 
and fireplaces, and other of Santa’s acces- 
sories. This is not much to be wondered 

at, because it does seem that every way we turn at 
Christmas we meet Santa. At times he comes by whole 
regiments. Generally he is doing patrol duty and acting 
a role that is quite the reverse of our kid-hood concep- 
tion of the jolly old saint. And we feel quite justified 
in ruling the old boy out of the picture—putting him 
in the discard. 

Should we, though? There’s a whole lot of fine 
sentiment about him. If properly used he can do a lot 
of selling for us. ' 

The thought of giving—happy affectionate giving— 
is suggested by the presence of Santa Claus. This be- 
ing the case, whatever is shown in the window with 
him naturally passes as the store’s suggestion of mer- 


chandise suitable for gift-making. 
Santa in the midst of a miscellaneous collection of mer- 
chandise does not produce an effective, sales-making 


But just placing 


window. 
\Whether Santa is used or not, a display should, just 








as at any other time of the year, tell the use, the merit 
or the prestige of the article shown. The merchandise 
and its use should be the central or main thought of the 
display. Santa should be just an incidental feature, a 
character that helps bring out the story. 

Picturing the common, human traits or emotions in 
the windows always brings a response from the man 
and woman on the street. These characteristics can be 
effectively shown in a Santa Claus window. 

A very striking window employing human interest 
features was made at the store-of Faguy, Lepinay & 
Frere, Quebec, Canada, last Christmas. The attention 
of every figure in the display is properly centered. The 
housewife’s attraction is the gift—her Hoover. The 
little girl’s attraction is, of course, Santa himself. The 
boys (did you ever see boys who weren’t curious?) are 
prying into Santa’s pack. The prestige and universal 
use of the product is attested by the fact that Santa has 
several Hoovers to deliver. 

Attention to the details that make (or mar) a win- 
dow is everywhere in evidence. The windows in the 
background are draped and garlanded. Santa and the 


boys wear moccasins. Snow is sprinkled where it 


Interesting Christmas Display by S. St. Amand, Display Manager, Faquy, Lepinay & Frere, Quebec, Canada, 
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naturally would be—on those who are pictured as be- 
ing out-of-doors, not on those stepping out from 
within. 

The Zion Cooperative Mercantile Institute of Salt 
Lake City, Utah, prepared a window that served two 
purposes at one time—to display quality rugs and to 
display the Hoover. Rich, colorful Chinese rugs form 





Display by R. W. Ashby, Zion Cooperative Mercantile 
Institute, Salt Lake City, Utah. 


the background and cover the floor. Figures of Santa 
Claus and:a woman are in the foreground, between 
them the Hoover. Back of them, and facing the 
Hoover, is a man cut-out, his finger pointing to a small 
pile of dirt and sweepings placed on the rug in front of 
the Hoover. Here’s the story this display tells: Rich, 
costly rugs get dirty; they, too, must have good care ; 
give the housewife that which preserves her rugs—the 
Hoover. 

If we take away the pile of dirt and the man cut- 
out with his pointing finger we still have a good win- 
dow, but Santa would then become the central figure 
and the necessary story about rug care would go untold. 





FIXTURE CO. MOVES TO LARGER QUARTERS 

The Decorative Fixture Display Company, of New York 
City, are celebrating their first year’s anniversary by re- 
moval to larger quarters at 157 Duane Street, necessitated 
by their growth and development. 

This young but vigorous firm will have a magnificent 
display room decorated in caen stone with special fabrics 
and lighting effects. They will handle all lines of window 
display supplies used by chain stores, department stores, 
and all those engaged in special lines of merchandise. 





THRONGS SEE UNVEILING OF FALL WINDOWS 

Huge crowds thronged the streets of the business sec- 
tion of Davenport, Iowa, the evening of September 17 to 
witness the unveiling of the store windows preliminary to 
‘the regular fall opening scheduled for the following week. 

Merchants, in the belief that this fall will be marked by 
xceptionally good business, spared no expense and effort 
to expose the newest creations in the most attractive man- 
ner possible. The displays this season climaxed all others 
in attractiveness and genuine artistry. As a whole, they 
vere highly suggestive of the rich colors of autumn. Music 
was furnished by a large band and an orchestra. 
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A SANTA DISPLAY 
| 41, FEET HIGH 





(Furnished with panel blank if you prefer) 


die-cut, packed in container. 


PRICE, $7.50 


Fi Qh. N.Y. 





specified. 


- HOLLY WREATHS 





Bristol stock, red gord. 
13-Inch Size, $1.80 a Dozen 
6-Inch Size, $1.20 a Dozen 


Lithographed in five colors, about 40 inches wide 
by 54 inches high, strong lock easel, 100-point mounted, 


Panel about 18 inches by 22 inches, with or without 
copy—furnished with copy shown unless otherwise 


Six inches and 13 inches, printed same both sides, 
two colors, space for your copy in center, die-cut, 





IMPORTANT! A limited edition of the 
above material will be printed. Order at once 
to insure delivery. We ship November ist to 
15th. Remittance should accompany order, 
otherwise we ship C. O. D. 











RICHARDSON ILLUSTRATING CO. 


Established 1908 


| Lots of good displays during 1926. 
Get On Our Mailing List. 





Singer Tower, 149 Broadway, New York, N. Y. 
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Chicago Monthly Display Review 
Annual autumn openings held during the last few weeks by State Street 


stores attract interested attention of many thousand shoppers 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


OME of the State Street stores held the 
annual autumn openings during the week 
of September 21st; in fact, most of the 
larger stores, with the exception of Mar- 

shall Field & Company, Charles A. Stevens and the 
Davis Dry Goods Company. The latter three stores 
unveiled their windows on the morning of Septem- 
ber 28th, one week later. However, in view of the 
fact that Fields’ windows were expected to attract 
considerable attention, most of the other large stores 
came in with displays of merchandise of the “for- 
mal” type, thereby according a genuine, if left- 
handed, compliment to the influence of the world’s 
greatest store. 

As this is written, there are and have been a 
half million people milling up and down State Street, 
drawn there by the dress parade of the Knights 
Templars which took place early in the evening. 
After the parade had passed, the balmy autumn 


evening offered an ideal opportunity to the. throngs 
to view the many beautiful displays of rich autumn 


merchandise. Styles are new and interesting; the 
colors are warm and beautiful; the displays tempt- 
ingly arranged by some of the master craftsmen of 
the world. 

All of the windows seemed to get much interested 
attention, but the windows at Field’s received the 
larger part and seemed to cause the most admiring 
commendation. One could hear quite a bit of critical 
comment in favor of the Field windows, but con- 
siderably more “ohs and ahs” without further ana- 
lytical appreciation being expressed. 

There are certain similarities in the present Field 
windows to previous opening displays, the outstand- 
ing one being that they are quite different and new 
in treatment from previous events of the same char- 
acter; another similarity being that they are per- 
fectly carried out as to detail and design. Still an- 
other important similarity which might well have 
been expected is that with respect to the handling 
of colors, which is an element of unusual importance 
_ in Mr. Fraser’s category of artistic accomplishments. 
He is sometimes daring in the use of color, but never 
wrong and seldom, if ever, outclassed in his artistic 
conceptions for display purposes. 

Contrary to the usual custom,.the large corner 
windows are of less importance from a decorative 
viewpoint at this event than heretofore. At least 
this is the opinion of the writer and perhaps verified 
by the majority of passersby, who, while casually in- 


terested in the corner displays, were apparently 
intensely interested in a series of five windows just 
north of the corner at State and Washington streets. 
These are the outstanding windows of the entire 
front and may well be termed as ultra-artistic as store 
windows go. Little merchandise is shown, but show- 
ing a little, and showing that well in an artistic man- 
ner. These things may be responsible for the 
writer’s opinion as expressed above and likewise for 
popular approval of the passerby. 

Two different background treatments were used 
in this section of five windows. The backgrounds 
were covered flat with a black broadcloth or similar 
material. The floors were carpeted with dark blue 
carpet. Each window presents a totally different art 
subject in which one and two figures are used in 
characteristic attitude and posture. The gowns 
shown in each of these displays represent something 
quite elaborate in the prevailing styles as to ma- 
terial, design and trimming. 

The north section of windows on the State Street 
side are carried out in identical background and floor 
treatments. However, the ornamental floor piece 
used as a base for the figures posed in the south 
section are not included here. The regular wax 
figures are used for the display of afternoon dresses, 
fur-trimmed coats principally, with but two figures 
shown in each window and the costumes selected for 
each with discriminating care. 

A millinery display near the corner on Washing- 
ton Street near State, in which some new and rather 
novel millinery stands were used, attracted lots of 
attention from visiting displaymen as well as from 
most of the women window shoppers. These, too, 
were evidently modeled from life, and, while some 
of the faces were duplicated, different hair bobbing 
and different types of hats make all seem to be oi 
more or less different types of faces. The hats were 
made to appear in a much more effective manne: 
than is possible on the ordinary millinery stands. 

The opening windows at the Fair were somewhat 
simple in treatment but ideally well done. The large 
corner window at State and Adams was trimmed for 
the occasion with evening gowns of unusual beauty. 
The backgrounds were about as described in the last 
issue, with the addition of a very beautiful floral 
bouquet of purple and lavender velvet flowers and 
foliage, placed in the center of that section of? the 
background directly opposite the corner of a two- 
sided window. Oriental rugs in sizes of approxi- 
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Are Your Windows 
the Talk of the Town? 












N every city, town and village there 
is always one store whose windows 
delight the crowds. The merchan- 

dise is what they talk about most. But 
quietly, unseen like a magnet, the dis- 
playman’s art is what draws them. 





“Sol” Fabric is a wonderful aid in preparinz 
such displays; 36 rich, lustrous, non-fading 
colors; perfect draping body; ae 36 and 54-inch 
widths and remarkably low prices make it ideal 
for your purpose. 


We wish to emphasize our prompt service in 
delivery. A complete stock of every color and 
width insures our customers immediate ship- 
ments. Your complete satisfaction is our 
greatest concern. 





Window Display 
of Imber Bros., 
Reading, Pa., 
showing how 
“Sol” Satine can 
set off a display. 









Send for sample and color chart. 


S. M. Hexter & Company 






Paw Sole Owners 
ay Cleveland, Ohio 
BRIGHT AS THE SUN New York Office: 1140 Broadway 


WEARS FOR EVER 
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AUCTION AUCTION 


y order of the United States District Court for the Northern District of Illinois, we will, on 
FRIDAY. OCTOBER 23, 1925, at 10:30 A. M., at 357-359 West Chicago Avenue (Chicago, IIl.), sell at 
public auction the following assets belonging to the estate of 


L. BAUMANN & CO., BANKRUPT 
Inventory Value Over $90,000 


This is the largest and most complete stock of trimming and artificial flowers ever offered at 
public auction, consisting of full lines of every kind in both imported and domestic in silk velvet, cotton 


and 
a 40 BALES SPAGNUM MOSS—10 BALES JAPANESE FEZ 
A Fine Lot of Office Fixtures 


We will also offer for sale the GOOD-WILL of this concern together with all catalogs, color, 
plates, lists of customers, orders on hand, incoming orders, requests for catalogs, electros, printed mat- 
ter, in fact, everything pertaining to the continuation of this old-established business. 

MACHINERY: 12 wire winding machines, swing saws, cross-cut saws, electric spraying outfit, 
scales, tools, trucks, shipping room supplies, etc. 

Descriptive circulars can be obtained at office of auctioneers. 


All of the above will be sold in lots to the highest bidder for cash. A deposit of 25 per cent will 
be required from each purchaser. Positively no checks accepted unless certified. 


FRED E. HUMMEL, Receiver. SIDNEY E. LEVY, Attorney for Receiver. 


SAMUEL L. WINTERNITZ & CO., AUCTIONEERS 





407 FIRST NATIONAL BANK BLDG. CHICAGO, ILL. 
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mately 31% x 5% were used on the floor, forming the 
base of three interesting unit poses. 

At the present time fur-trimmed coats and din- 
ner dresses are displayed in this window, with hats, 
ostrich fans, gloves, bags, combs used very appro- 
priately. Two carved walnut tables and a needle- 
point chair are the furniture pieces used to further 
enhance the costumes’ display. 

Old-timers as well as others were given a pleas- 
ant surprise recently in the changes which Mr. Rich- 
ter has brought about with respect to the back- 
grounds for the entire Adams and Dearborn Street 
stretch of the Fair windows. For twenty years or 
more these particular windows have been backed up 
with mirrors, some of which had become scratchy 
and all of which have been detrimental to the effect 
of these windows for fully ten years past. These 
have been torn out and replaced with beautiful nat- 
ural walnut panels, the rich graining of the wood 
adding 100 per cent to the looks of the merchandise 
on display. Better lighting is also evident in these 
windows, and the manner of handling the merchan- 
dise likewise seems to have undergone an improve- 
ment. In the writer’s opinion, Mr. Richter has 
already earned his first year’s salary in the improve- 
ment thus effected in the eighteen large windows 
comprising this frontage. The State Street windows 
are kept up to a high standard of excellence, and, 
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as indicated from recent observation, the policy of 
the store is to feature women’s ready-to-wear apparel 
and accessories in these windows almost exclusively. 

During the week of their opening display, Car- 
son, Pirie, Scot*& Company’s windows had an added 
attraction to the well-arranged costume displays in a 
very novel and beautiful fall opening window card. 
The top half of the card was illustrated by a style 
picture of a woman’s head and shoulders, the face 
of which was done in water colors while the hat and 
whatever other part of the costume represented was 
worked out in fabrics. 

The materials thus used were either of the same 
or similar material and pattern as shown on some 
outstanding costume in the display. The-hats were 
of different styles and the faces were also of different 
types. This picture effect was placed back of the 
card and shown through a beveled cutout in the win- 
dow card. The words, “Fall Opening, 1925,” were 
used on all the cards alike. 

Some of the gowns shown in the Carson-Pirie 
windows were unusually beautiful and attracted much 
interested attention during the opening week. This 
was apparently undiminished in the week following, 
as much the same character of costumes were shown 
then as before. The window backgrounds were un- 
changed for the opening, the monk’s cloth and the 
well-selected oil paintings in artistic frames and sub- 
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Attractive Shoe Display by J. H. Richter, The Fair Company, Chicago, Showing New Background Effect. 
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jects appropriate to the things displayed in each 
window, seemed just as effective as ever. 

Richly carved antique furniture, wrought iron 
torches, beautiful French glass vases, crystal lamps 
and Dresden china urns were among some of the 
ornaments used in these windows to enrich the dis- 
play of women’s stylish costumes, coats, etc. The 
selection and combination of colorings in the mer- 
chandise were quite up to Mr. Tannehill’s standard, 
and the brilliancy of the autumn shades together 
with the usual character of apparel shown by this 
store, gave Mr. Tannehill more latitude than usual 
in conjuring some rich style pictures. 

The Davis Company also held their openifig dur- 
ing the week of September 28th to October 3d. As 
mentioned in these columns some months ago, this 
store was taken over by the Marshall Field interests. 
The atmosphere of the place certainly does reflect 
the change as well as the parental influence of the 
latter. This is true not only in the window displays, 
which indicate a much more generous budget, cleaner 
and better trims of cleaner and better goods, but 
permeates the entire institution. 

The windows at the present time are particularly 
beautiful with interesting background and _ floor 
treatment, neat and intelligently handled merchan- 
dise arrangement where plenty of space is accorded 
to each article shown, so that the quality is more ap- 
parent at sight. Plenty of consideration has been 
given to the composition of each group window unit. 

The double corner window at State and Van 
Buren streets is representative of the type of dis- 
plays that may be observed at'this store now. Seven 
figures are shown here displaying evening gowns. 
Other windows where figures are used show two and 
three figures well posed, with furniture pieces here 
and. there, or other appropriate decorative set pieces, 
to properly complete the picture. 

At Bedell’s the autumn backgrounds described in 
the last issue are, of course, “still working.” But 
during the past two weeks these windows have 
shown excellent displays of women’s apparel quite 
in keeping with the. significant events featured by 
the other and larger State Street stores during this 
period of time. Prices are most usually displayed in 
connection with the merchandise here, and this very 
likely accounts for the fact that interested shoppers 
are studying these windows all the time. Moreover, 
the store is usnally busy. 5 

At Mandel’s,.Mr. Kagey has given further evi- 
dence of his decorative ingenuity by working over 
the Moorish backgrounds which were installed last 
spring. A new color treatment, with some changes 
in the material used just back of the columys, and 
with a drape of brocade silver cloth gracefully 
brought from high up and behind the arches down 
to and out on the floor, fend to give the windows a 
quite different appearance to most people who may 


(Continued on page 80) 
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For Christmas 


_ Sales are more strongly 
influenced by display dur- 
ing the pre-Christmas sea- 


son than at any other time., 


To get your share of the 


holiday business your 
spaces and windows 
be used effectively. 


Instead of hiring 


store 
must 


more 


help use more display fix- 
tures. Your sales people 
can take the money for ar- 


ticles sold-by display 
much more rapidly 


units 
than 


they can show the goods. 
And those same displayers 


will continue selling 
chandise _ throughout 
year. 


mer- 
the 


Select the fixtures you 


need now. Drop us 
card and books 
showing’ those suit- 
able for your busi- 
e. ” o 
ness will be sent free. 


a 




























Hugh Lyons & Company 


LANSING, MICHIGAN 













SALES OFFICES 


New York— 
35 W. 32nd St. 


Chicago— 


217 W. Jackson Bivd. 


Baltimore— 


No. 1 N. Eutaw St. 


Boston— 
52 Chauncey St. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Left to Right, Top Row, C. F. Wendel, J. L. Hudson Co., Detroit, Mich.; Z. E. Averill, Callahan Co., Yakima, Wash. Second 

Row, W. R. Bevan, Smith-& Welton, Inc., Norfolk, Va.; J. H. Marshall, The Boersma Co., Chicago, Ill. Third Row, W. Hawley, 

Lew Levi Store, Nanticoke, Pa.; W. L. Stensgaard, C. W. Klemm, Inc., Bloomington, Ill. Bottom Row, W. Z. Coy, Miller, 
Rhoads & Swartz, Norfolk, Va.; Morris L. Black, Strauss-Hirschberg Co., Youngstown, Ohio 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Left to Right, Top Row, Carl W. Ahlroth, The May Co., Los Angeles, Cal.; Joseph A. Kelly, Fraser D. G. Co., Brockton, 

Mass. Second Row, W. Hawley, Lew Levi Store, Nanticoke, Pa.; George W. Wagner, The Denecke Co., Cedar Rapids, 

lowa; Third Row, Ralph G. Hamer, Desmond’s, Los Angeles, Cal.; Harold L. Braudis, Meekins, Packard & Wheat, Inc., 
Springfield, Mass. Bottom Row, M. Wolfson, Baer Bros. & Prodie, Chicago, Ill.; Anthony Ficeto, Waterbury, Conn. 
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Who They Are and What They Say 


No. 18. MORRIS L. BLACK, Youngstown, Ohio 
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UITE similar to the heroes in the story 
books of writers long dear to the heart of 
every boy are the achievements of Morris 

L. Black, display manager of Strouss-Hirschberg 
Company, Youngstown, Ohio, and whose success is 
worthy of study by every person who seeks to ac- 
complish better things in the field chosen for future 
endeavors. 

When a lad of thirteen years of age, he began 
work *in a dry goods 
store delivering packages 
at the salary of two dollars 
a week. His first advance- 
ment was to general utility 
boy, a position he held be- 
fore and after school and 
on holidays. From then on 
his rise in the mercantile 
world was rapid, but in the 
course of years he managed 
to do a little of almost 
everything about a store. 

He took up window dis- 
play because it appealed to 
him as being interesting 
and a chance to do some- 
thing different all the time 
instead of a cut-and-dried 
routine. He long ago real- 
ized that display work is 
a trade never learned and 
that one can always be a 
student if he carefully ob- 
serves all that takes place 
around him. 

Mr. Black is a recognized 
authority on draping and 
his services are always in demand for live model 
demonstrations at retail and display conventions. At 
the Cleveland convention of the I. A. D. M. he pre- 
sented a draping act at the annual banquet that 
proved one of the outstanding featutes of the meet- 
ing. He wrote the sketch and used four live models 
for the presentation. 

After that he was offered a contract to produce 
a draping act at the Coliseum twice daily during the 
ten days’ mammoth style show -presented by the 
Cleveland Retail Merchants’ Association. This came 
at a time when he was rushed with fall opening 
displays and had to be declined. Other engagements 
equally as attractive have been offered and filled by 


him during the last few years. He recently stated 
that his one and only hobby, if it can be considered 
such, is live model draping. 

Practically everything in the way of backgrounds 
and settings used in the window creations by the de- 
partment under Mr. Black are made in their own 
shop, which is not located in the basement but on 
the fourth floor with plenty of daylight and equip- 
ment. Of the fifteen windows of the store, seven 

are changed twice a week, 
one three times, and the 
others once a week unless 
special sales or other events 
are being held. Assistants 
are aided in learning all 
about display practices, and 
if capable of holding a bet- 
ter position with some 
other store they are given 
proper recommendations. 
“Displays should be good 
the year round; not some- 
thing out of the ordinary 
at the opening of .a new 
season, then allowing the 
windows to look dead until 
another season opens, but 
good merchandise displays 
all the time,” Mr. Black de- 
clares. “Sometimes I think 
the backgrounds and _ set- 
tings are being given ‘too 
much attention. They ap- 
pear to be playing the solo 


MORRIS L. BLACK and the merchandise the, 
Display Manager, Strouss-Hirschberg Co., 
Youngstown, Ohio 


accompaniment when _ it! 
should be the reverse. , 

Our store is known as the store of the big, happy 
family. The founders of the organization through 
their high ideals, their policy of fairness, peace and 
good-will, together with their honest business 
methods, have made an imprint on every person in 
any way connected with the store. 

“A display manager in a large store must have 
more qualifications than being qualified to put in 
good displays. He must be a diplomat and successful 
in selling his department to the buyers and store 
executives. The man who fails in this is going to 
have a hard time of it and his days are numbered. 
Window display is a powerful sales medium but 
must be used intelligently to produce results. 
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Iiere is the card holder 
, you have been. lookin for 





























TILIZING the principle you demonstrate 
when you hold a card between your four 
fingers and thumb to keep it upright, Sel-Ezy 
Silent Salesmen are by far the simplest and 
most efficient card holders on the market today. 


Stamped from a triangular piece of steel with 
the upright portion slightly curved to hold the : 
card upright they are simplicity itself and prac- 
tically indestructible. 


Enameled in black, gray and colors, you may 
select a holder that will be in perfect harmony 
with your display and the wide range of sizes 
and styles, holding one, two and three cards, 
give you a holder for every purpose. 


To demonstrate to you that these holders are 
all we claim, we offer you Series “A” and twelve 
other assorted sizes, the regular retail value of 
which is $8.50, ata SPECIAL INTRODUCTORY 
PRICE of $4.00. Just sign the coupon, mail it 
and the holders will be sent to you, and, if on 
examination they are not all we claim, simply 
return the holders and the charge will be can- 
celed. SEND NO MONEY, we trust you. 


FIXTURE SALES CO. 





CHARLOTTE, NORTH CAROLINA 
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New Christmas 
Decorations 


G. REISING & CO. 
: CHICAGO, ILL ee od 


rs and Plants * Duplay Centials  Plocior and Vrshanees 


‘ _ La 


Our Catalogue of 


Christmas 
Decorations 


is now ready—uwrite for 
your copy at once 


os = 


Many new ideas are shown 
therein; every display man 
should have one. 


G. Reising & Co. 


227 W. Austin Ave. 
CHICAGO, ILL. 


Art Flower Decorations 


Use This Coupon: 


wrer?yt?Tirtrtrtt tt dee 


G. Reising & Co., 
227 W. Austin Ave., Chicago, Ill. 


Gentlemen: Please send me your Catalogue 
of Christmas Decorations. 


Waste: «*.<. feeb ec oeneres 
Street 
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Fall Style Exhibit Great Success 


Thousands of interested persons view elaborate displays 
in semi-annual retail exhibition 


By F. H. DODSON 
Special Correspondent, Wichita, Kansas 


AME FASHION stood revealed in all her 
glory throughout the entire downtown 
shopping district of Wichita, Kansas, when 

the curtains fell from scores of store windows 
at 7:30 Tuesday evening, September 15, as the open- 
ing event of a semi-annual retail exhibit, leaving 
their contents for the approval of thousands who 
thronged the sidewalk. The fall opening was ushered 
in with the most elaborate display at the command of 
the city’s merchants, prepared for-exhibition by the 
most skilled displaymen of the entire southwest. 

So great a part has the fall opening come to play 
in the retail life of this city that the event has come to 
be looked upon as a gala night for the buying public. 
Evidence of carnival spirit crops out as the course of 
the entire citizenship is turned toward the brilliantly . 
lighted shopping district. 

Like the theatre, part of the show lies in the wait 
of expectancy which comes just before the curtains are 
parted to reveal the secrets. The whole city has learned 
that a thrill lies in being in the downtown district when 
the hour of unveiling arrives. 

Every merchant partaking in the fall opening spent 
precious time and money preparing for the displays that 
were to be offered the public. Displaymen looked for- 
ward to the event for weeks, and pointed their efforts 
to climax the opening season for fall trade with a gor- 
geous display. Night and day for weeks in advance 
found scores of workers busy setting the stage for what 
proved an outstanding civic event. 

Styles fresh from the eastern centers made their 
bows to the public for the first time. Women’s apparel 
representing the best work of the designers of two con- 
tinents was shown, with a generous exhibition of the 
latest colors and novelties. Men’s clothes took an im- 
portant part, while children’s wear was featured by 
many shops. 

But clothing had no monopoly on the evening’s show 
by any part. There were displays of almost every 
article sold in the city. Something new and interesting 
was shown in every window on exhibiton. 

Forty stores lent their cooperation to the glitter and 
beauty of the night. Amid magnificent settings, bon- 
nets and shoes, smart tailorings, glistening jewels, softly 
gleaming lamps, furniture and heavy rugs, and every- 
where and above all, marvelous examples of feminine 
finery, to tempt and lure even the most soulless women 
into the paths of beauty, formed what was probably the 
most comprehensive and gorgeous display ever seen in 
this section of the country. . 

Some of the backgrounds held the viewer entranced, 
and the floral effects and lighting were designed to 
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bring every detail forward to the best advantage. A 
galaxy of color prevailed in some windows, while others 
attempted to bring out the true beauty of their goods 
through simplicity in varied studies. 


Prizes were awarded for the best windows in several 
classifications as follows: General window, Leo L. St. 
Clair, Rorabough Dry Goods Co. ; men’s window, F. W. 
Neel, The Holmes Company; women’s window, Tony 
Figgemeier, Innes Dry Goods Co.; shoes, Walk-Over 
Shoe Store; furniture, Ledwig Fruhauf, The Boston 
Store; and electrical, Southwest Electrical Company. 
Points considered by the judges included arrangement, 
color scheme, selection and lighting. 





Humor Helps In Bank Displays 


An occasional display in which a bit of humor has been 
injected adds interest to bank displays 


By E. V. BOYD 
Display Manager, The Deisel Company, Lima, Ohio 


HE time is not far past when the pompous, 
cold, aloof dignity of money institutions 
would have looked upon a display in their 

window with horror and they would have con- 
sidered it an extreme sacrilege, but “them days are 
gone forever.” With the coming of a new and 
broader view by banks and savings companies as to 
their service to the public has also come the realiza- 
tion that these institutions were badly in need of this 
form of advertising the bank window is being fa- 
vored more and more each day. 


An occasional bit of humor is not a bad thing in 
any business and the installation of such a display 
serves to bring the institution into a closer contact 
with its patrons. It also conveys the thought that, 
after all, the bank or savings company is only 
human, just as ready to smile and just as ready to 
serve. 


The City Loan & Savings Company, of this city, 
is a broadminded institution, and any clever display 
idea has their approval. Several displays of a hu- 
morous nature have been installed for them and the 
results extremely noticeable each time. Friends and 
customers have gone in to tell them how much they 
like a certain display and to laugh with them. They 
always leave with a warmer, more fricndly feeling 
toward the institution and the men connected with it. 


One recent display was in black and white 
silhouette. The center unit was lettered “Short- 
Stout-Lean-Tall, a Savings Account Fits Them All.” 
Cards at the sides read, “Before He Had a Savings 
Account” and “After He Was Introduced to 6%.” 


Displaymen who handle windows {or this type 
of institutions will find the results of the humorous 
window, when handled with discretion, truly sur- 
prising. 
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Suitable for the Most Dignified Show Window 


} The Mechanical Advertising Book 


WHICH AUTO- 
MATICALLY 
OPENS AND 

CLOSES. 
HANDSOME 
LEATHER 

COVER AND 
12 INTER- 

CHANGEABLE 

PAGES. 
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Crowd look- 
ing at the 
Mechanical 
Advertising 
Book, which 
attracted over 
4,000 people 
daily to one 
of the 
windows of 
Macy’s, 
New York’s 
: largest 
department 
store. 





> WRITE FOR CIRCULAR 


Chester Mechanical Advertising Co. 
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Examine 


This Making Money 


Tracts peck | WITH SHOW CARDS 


FREE The whole story of modern show card 
writing in one handy, low-priced book. 

Abundant specimens of good show cards 
for suggestions—the work of the leading 
show card writers of the country. 

A beginner can use the book. The ex- 
perienced show card man will find plenty 
of hints and suggestions of real dollar- 
and-cents value to him in every chapter. 


Blair’s PRINCIPLES AND 


PRACTICE OF 
SHOW CARD WRITING 
r $2.50 


Just what you want to know about let 
tering, designing, color, brushes and pens, 
advertising, how to secure trade—the most 
valuable information about how to make 
and how to sell show cards. 

If you are not using this profitable book 
now, send the coupon for a copy to ex- 
amine free. 











McGraw-Hill Free Examination Coupon 


McGRAW-HILL BOOK CoO., INC., 
370 Seventh Avenue, New York City. 

You may send me for ten days’ free examination, Blair’s 
Principles and Practice of Show-Card Writing, $2.50 net, 
postpaid. I wili remit for the book or return it, postpaid, 
within ten days of receipt. 
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OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. _ 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. ; 
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G 








>» 


Average Merchant 
Firm Believer in 
Holiday Displays 


Every progressive store of this 
era introduces into its show 
windows some special effort at 
the approach of each new sea- 
son. Some of these introductions are very elaborate 
and pretentious, while others, though conservative to 
a degree, nevertheless serve to secure for the show 
windows a new dress—an unusual appearance as com- 
pared with regular showings. 

To the displayman the spring and fall seasons call 
for the greatest effort and energy along the lines of 
display presentations, and it is quite generally the 
rule to make the greatest appropriations for display 
features at these times. This is very true of the larger 
stores and display departments, but it is in the plan- 
ning for the big season of Christmas that the enthu- 
siasm of the average merchant becomes unuusally 
manifest and he evidences a great interest in the ap- 
pearance of his store front and interior. 

Retail merchants, regardless of the branch en- 
gaged in, are thoroughly sold on the value of display 
at Christmas time. They are sold to the extent that 
they will loosen the purse-strings without - undue 
force of argument on the part of the display man- 
ager or decorative salesman. Regardless of the rea- 
sons why some are considered unprogressive during 
other periods of the year, they at least must be given 
credit for good sales sense during the holiday season. 

So it may be accepted as a fact that the Christ- 
mas season marks one occasion where merchant co- 
operation is 100 per cent with his displayman. Strik- 
ing, unusual displays are wanted and merchants will 
pay more for them at this time than any other, even 
thovgh it be a fact that display demands for other 
seasons are just as logical and more imperative. 

A careful study of the problem from a disinter- 
ested angle will reveal that a large portion of Christ- 
mas shoppers have grown into the profitable habit 


of selecting their gifts through the plate glass. Sug- 
gestions are most desired and the quest for some- 
thing useful yet out of the ordinary has led millions 
of potential buyers, many not altogether accustomed 
to the importance of window shopping, to closely 
inspect the gift displays. 

The average merchant’s faith in displays at the 
Christmas season is, therefore, based on precedent 
backed by the ever-prevalent spirit of Christmas 
spending. That it is profitable is conclusively shown 
by the yearly increase in appropriation allowed for 
special setitngs and feature showings. 





Each year a new army of duf- 
fers motor and trolley forth to 
golf links and delve into the 
mysteries of propelling a 
gutta-percha sphere by means of slim tools of wood 
and iron. Each year they suffer mental tortures as 
they watch their balls leap from the tee in vari- 
formed arcs, only to settle weakly down a child’s 
stone throw-up the fairway. Frantically but un- 
availingly the neophytes seek to turn on more power 
and wallop until, one grand and glorious day, there 
dawns an understanding of the “follow through.” 

in merchandising, as in golf, the lack of follow- 
through is the most fatal of all weaknesses. The 
failures group into two classes: In one stand the 
manufacturers, who plunge into advertising cam- 
paigns with a whoop and a hurrah and a strident 
blare of trumpets and then quit a few short weeks or 
months thereafter, because orders haven’t promptly 
doubled. 

The other group fail from quite another cause. 
Even the seasoned advertising man sometimes is 
puzzled to find a true diagnosis. These are the na- 
tional advertisers who keep steadily at it, season 
after season, only to face the facts that results do 


Advertising That 
Starts Somewhere 
But Never Finishes 
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not measure up to those attained by other advertisers 
of comparable budgets. 

They, too, lack follow-through, but in this case 
follow-through of quite a different nature. Each 
campaign starts off promisingly. The magazine and 
newspaper copy is designed to catch the reader’s eye. 
It coaxes his interest in the product. It arouses his 
hope that here is something of value to him. He 
makes up his mind to purchase and dismisses the 
matter from his mind until the opportunity is pre- 
sented. And then the campaign flattens out. 

At the critical moment it fails to finish the job. 
It lacks the sales-making factor—the compelling 
tieup that cashes in on the good impression created 
through other mediums. It starts but it never fin- 
ishes. Every sales manager will recognize the parallel 
which he meets in his own work—the men on his 
sales force who can get scores of good interviews 
but can never bring back the signed order. 

There’s only one way an advertiser can disclose 
this condition for himself in his own publicity. He 
must do his level best to put himself in his pros- 
pect’s place and then carefully study his own adver- 
tising campaign, from beginning to end, all the while 
critically and continually asking himself, “Does it 
actually get anywhere? Does it provide any means 
for calling my attention to the merits of the products 
at the time and place when I am about to buy?” 

In other words, does it follow through or does it 
start somewhere and never finish? 





Adequate stock maintenance 
and satisfactory sales turn- 
over are questions so vital 
to the success of any retail 
business that a clear understanding of their impor- 
tance will best be had by considering their effect in 
some of the outstanding mercantile enterprises of the 
time. When a conspicuous example of sales success 
is cited the most frequent rejoinder among small or 
beginning merchants is that they have lots of money 
to operate with. It is forgotten that the very fac- 
tor which gave eventual big business success lots of 
money was merely shrewd precaution in stock main- 
tenance and sales turnover. 

The same factor will work as freely and efficiently 
for the smallest dealer as it proves out for the big- 
gest one. All that is needed is to make a beginning. 

It is an acknowledged fact that of these two fac- 
tors—stock maintenance and turnover—the latter is 
by far the most important. In an article appearing 
in this issue, by H. T. Parsons, president of F. W. 
Woolworth Company, both of these points in suc- 
cessful merchandising are discussed. The growth 
of this great organization is attributed to the enor- 
mous turnover that is gained through a proper dis- 
play of the goods, both in the windows and.on the 
counters. . ! 

What is perhaps the outstanding point in this 


Merchandise Turn- 
Over Is Dependent 
Upon Proper Display 
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great achievement is covered in the statement: 

“Volume comes only from merchandising in re- 
sponse to the consumer’s most widespread demands. 
We do not try to make the consumer trade with us. 
We trade with him. The difference is important, 
both to the consumer and to us. Not only is the. 
policy of our whole organization founded upon what 
the consumer demands but every move we make in 
each store is guided by the same directing hand. 
Everything in the store and in our windows is 
placed to make it easy for the public to buy.” 

The department stores were the first in develop- 
ment of super-turnover methods, but they were very 
closely followed by the chain stores, who have prob- 
ably excelled: in its advancement. A great chain of 
tobacco stores is credited with turning its stock as 
often as fifty-two times a year at many points. In 
many businesses it is not uncommon for a dealer to 
turn his stock every month. It should be remem- 
bered that for profit and accounting purposes, a 
financial turnover is what is wanted, not necessarily 
a physical turnover. . 

It might be very difficult to move every particle of 
goods on hand into consumption within a very short 
time, as, for example, once a month, but if the gross 
proceeds of a month’s sales exceeds the inventory 
value shown on hand at the first of that month, it 
may fairly be figured that the turnover has been had. 

In citing department stores and chain stores as 
examples to follow there is great risk of the average 
dealer feeling that it does not apply to him. But 
where can we seek successful principles, if not among 
the acknowledged successes? The proof of the pud- 
ding is in the eating, and any merchant, however 
modest in resources, though keen in ability, who ap- 
plies big business methods will shortly find himself 
in the ranks of big business. 

Display is truly a reducer of sales resistance. 





Publication of 
Many Viewpoints 
Aids Progress 


We do not think it is the func- 
tion of a publication such as The 
DISPLAY WORLD to publish 
articles with which its readers 
will always agree complacently. In fact, were we to 
do so—deliberately and exclusively—we do not think 
our readers would receive much mental stimulus. 

We are not merely trying to record the progress 
and growth of window display advertising. We are 
trying to publish articles which will aid in speeding 
its progress and formulating its growth. 

When you disagree with an article, write us about 
it. But do not expect us not to publish articles occa- 
sionally with which you will disagree. We even go 
so far as to publish some articles with which we dis- 
agree ourselves, where we feel that the writer’s view- 
point is worth presenting. 

As we see it, The DISPLAY WORLD should be 
dropped from your reading program if you always 
agree with it. 
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With the New York Displaymen 


Windows of New York City stores dominated by displays of wearables 
and things suitable for opening of theatre and opera season 


October, 1925 


By T. A. GALLAGHER 
New York Correspondent, The Display World 


HE note of going-away wardrobe for col- 
lege dominated the New York City store 
and shop windows during early September. 
This later gave way to a more general note 

of fall needs, and by the end of the month evening 
things suitable for the opening of theatre and opera sea- 
sons, the horse show and hotel dancing predominated. 

The significance of the fall season was emphasized 
by the full set of windows given by James McCreery & 
Co. to its fall sales, which, in addition to their seasonal 
importance, marked the sixty-eighth anniversary of the 
store. Lemon yellow and orchid, in the form of drapery, 
were used as backgrounds for all these windows. Of 
the big triptic windows of the store, the four center 
ones were draped in orchid and the outside two in lemon 
yellow. 

An innovation for McCreery’s, used in) these win- 
dows, were books with turning pages, to make an- 
nouncements:for the sale. The books were not the ordi- 
nary loose pages flapping on a board, but were bound in 
French red and black leather, and in arrangement fol- 
lowed the regular order of a book, with frontispiece, 
table of contents and all other regular features. These 
books were used to avoid placards, although this store, 
on general principles, does not favor novelties of the 
kind. 

Two attractive McCreery windows of the previous 
week displayed “Femina,” using on their cards this new 
trade name for women’s underthings. One of.the win- 
dows showed hosiery and the other lingerie ;.as a con- 
necting link between them was a special poster painted 
by J. C. Chase, display manager, showing a woman in 
underthings gracefully applying a lipstick. In the 
hosiery window a wax figure (known in the store as 
“Miss McCreery”’) sat in negligee at a dressing table, 
center rear, upon which were all accessories for the toi- 
let. A table, middle left, also held toilet accessories. 
Clusters of hosiery, displayed over stands, filled the rest 
of the window, the whole arranged to make a fan-like 
effect, opening toward the two front corners of the 
window. Each group of hosiery had the color tan pre- 
dominating, but contained one pair of some other color, 
such as green or yellow. 

A tendency noted in New York displays to make the 
window tell a story was exemplified-by McCreery’s in 
a series early in the month. Needs for different occa- 
sions were expressed by clever groupings. For in- 
stance, the story of evening needs was told by a cus- 
tomer at rear center carrying a man’s dress coat, silk 


hat, gloves, stick and neckscarf, while a formal Italian 
carved chair toward middle left held a woman’s gloves 
and handbag, her evening slippers being on the floor in 
front. 

Another window showed a bridge table, set for the 
game (left), and satins draped (right) suitable for 
afternoon formal wear. A formal afternoon hat on a 
stand completed this unit. The story of sewing was 
told in another window by the presence of a sewing 
machine, a sewing table and a work basket arranged 
against a background of materials suitable for simple 
dresses. 

Gimbel Brothers, in line with the tendency to tell 
stories with windows, ran a series—eight in all—in 
which evening costumes were displayed through depict- 
ing well-known film stars in typical attitudes. The fact 
that crowds were continually before these windows 
testified to their effectiveness. In each window the wax 
figure representing the star was used in somewhat 
varied arrangements, either sitting or standing, and 
wearing either an evening gown or an evening wrap. 
As detail of the picture an evening wrap draped over a 
chair, a spread ostrich fan, a bank of ferns, a slim 
statuette, and such accessories as gloves, slippers, neck- 
lace, handkerchief, fur neckpieces and scarfs were used 
in addition to a large framed photograph of the star 
and a placard announcing, “Hollywood Stars in Wax.” 

B. Altman had an interesting series showing evening 
cloaks. Three figures in each window wore the cloaks, 
arranged in triangle formation, one holding the center 
rear of the picture. To take a typical one of the series : 
Between the center and the left hand figure was a table 
bearing a statuette of a dancing girl, which caught the 
edge of a handsome piece of metallic lace, allowing it 
to trail to the floor. Between the other two figures 
(right) was spread a green ostrich fan. To the rear 
right was a formal Italian carved table, carrying a crys- 
tal lamp, which was in harmony with the note of metallic 
thread seen in the embroidery of the cloaks, as well as 
the trailing lace. 

Earlier in the month this store presented some re- 
markable windows, which, though conservatively 
draped, attracted attention because of the richness of 
the silks themselves—brocaded chiffon and tinsel selling 
from $25.00 to $35.00 a yard. 

During the first week in October Best & Company 
had an unusual window showing London “blue tweeds.” 
The distinctive blue color was carried throughout the 
display in accessories, as pocketbook, gloves, handker- 
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chiefs, and in sport hats designed to be worn with the 
tweeds. A note of tan was combined with the blue, in 
hats and hose. Three figures in triangle placement wore 
the tweed outfits. Chairs between were draped, one 
with a blue tweed coat and the other with a blue jersey 
and blue tweed skirt. Tan sport hats were hung on 
the backs of chairs. A placard at the front left made 
the claim for the blue tweeds—‘“Six months ahead of 
the Avenue.” At the rear right was a set of shelves, in 
which were arranged a variety of accessories. Flat silk 
chrysanthemums in rust, tan and blue were used with 
these, and also placed along with accessories on the 
floor. 


Russek’s windows during the last week of Septem- 
ber carried green banners of medieval design announc- 
ing “Russek’s Anniversary Week.” A window facing 
on Fifth Avenue was particularly effective. At the 
center rear was a trellis of grape vine, topped with 
grapes, in autumn colors, carrying the anniversary ban- 
ner. At the left rear was a large unframed painting of 
the store as it is now, and at the left front was a smaller 
picture of the original store, dated 1886. At the ex- 
treme right (front) was a framed announcement of the 
sales offerings for the week. 


Four figures wearing fur coats and two fur coats 
draped over stands represented one of the special sales, 
and filled the rest of the window except for an oval 
white stand in the center front which displayed pear! 
necklaces, announced by a placard to be a “birthday 
special,” 

Probably the most. effective window of Stewart & 
Co, during the month was a display of reptile skin and 
candy stripe effects in border chiffon velvets. These 
were draped on forms to show how they might be used 
as two-piece dinner gowns. The goods sold briskly as 
a result of the window. 


An effective bridal window which attracted much 
favorable comment was presented by Edward Munn, 
display manager, Franklin Simon Company, during the 
first week of October. The bride figure was not wax, 
but was of a new composition now being used in all of 
the stores in Paris. The figure and the bridal gown 
were selected at the recent Paris Exposition. 


The bride was placed as if walking in procession, 
the church aisle being represented by a narrow oblong 
white rug. In the raised hand of the bride was a lace 
handkerchief. Behind her at the extreme left of the 
window, was an open trunk piled with elaborate lin- 
gerie. White slippers resting on folded embroidered 
hose stood near. At the center rear an oval table car- 
ried a lace handkerchief and a bottle of perfume, deep 
blue, the only note of color in the display except for a 
basket of ferns on a wrought iron stand in the left 
corner. A bride’s book, bound in white satin, rested 
against the table. A placard announced, “The Autumn 
Bride chooses her gown in the Little Paris Shop, 
Second Floor.” 
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Your Biggest Asset! 


Attractive Show Windows Are Your Silent 
Salesmen—Don’t Neglect Them 


High Lustre Silk Plush 


will show up your merchandise 100%. 
Plush has stood the test of years as the 
most effective window display fabric for 
dignified and appealing effects. 


Immediate Delivery 


Thirty Standard Colors 
24 and 36-Inch Widths 





High Lustre Plush Co. 


1757 N. CENTRAL PARK AVE., 
CHICAGO, ILL. 


Selling Agents for Georgian Silk Plush 
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RINKLE 
REPE 


For Paper Craft 


Supreme Quality 
Made in Thirty-three Brilliant 
Shades and Colors 


RINKLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
Manufactured by 


The Tuttle Press Co. 


APPLETON, WISCONSIN 
1899 — 1925 
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Unusual Idea Incites Dealer Interest 


Linking up new display idea with a nationally known product successful 
in securing many new customers and stimulating interest of dealers 


By W. J. STEPHENS 


Advertising Department, Washburn-Crosby Co., Minneapolis, Minn. 


N this age of keen competition for the at- 
tention and interest of the housewife on 
foodstuffs, it is the unusual stunt that 
attracts attention and reminds her to 

buy the product advertised. A display, properly 
placed in the grocery store, is at the actual point of 
purchase and the space costs the manufacturer noth- 
ing. It is up to them to make proper and effective 
use and to “cash in” on the effort. 

Hundreds of concerns are competing in the use 
and placing of displays, both in the interior of the 
grocery store and in the windows, to induce the 
passerby to stop and buy. It takes the unusual idea 
to stand out and bid for the good-will and attention 
of the housewife while she has her pocketbook open 
and in a receptive mood for certain products. 

In order to go a step farther in display adver- 
tising work and to stimulate greater interest among 
dealers, out company hit updn the novel idea of 
using a specially constructed automobile, which con- 
tains a complete radio receiving set, with special loud 
speaker, to give concerts in or near grocery stores 
where Gold Medal Flour and our other products are 
on sale. 


Display of Gold Medal Flour Tieing Up With Concert 


This is a brand new idea in linking radio with the 
manufacturer’s product. Since it has been put in 


operation considerable progress and results among 
the grocery dealers have been accomplished. 


There are two things which the new plan has suc- 





Radio Concert Display at Eau Claire, Wis. 


ceeded in doing: First, it has stimulated and in- 
creased dealer interest and. cooperation in pushing 


the product. Second, it has shown the value of the 
new stunt in attracting and holding the interest o/ 
the consumer, and at the same time the power oi 
the display material installed at the point of pur- 
chase. 

The plan of operation starts with the grocer 
store on the handling of our products and to arrange 
that they have a special radio concert at a specific 
time. In that way the car is able to book engage- 
ments ahead to fit in with the regular window an¢ 
interior display work along the route. 


The progressive merchant sees in this an oppor- 
tunity to attract the housewife to the store with some- 
thing the majority of folks are interested in, and it 
further gives him an opportunity, in certain ways, to 
feature and display prominently the products in which 
he wants to interest the housewife. In this connection 
it is also interesting to note that the Washburn- 
Crosby Company are owners and joint operators 0! 
the radio station WCCO, so that besides the tieup 
between the radio car and our products, it also tie: 
up with the radio station, which played a big part 
in the plan. 


The grocer, from his angle, desires the concert 
car because it draws the trade to his store, becaus: 
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it gives him an opportunity of announcing that a 
radio concert will be given at a certain time, and 
it is surprising the large number of housewives that 
are attracted to the grocer’s store to listen in on the 
program. 

Although this is something new for a grocery 
store, the idea seems to please the grocer immensely, 
and in consequence the radio car is constantly kept 
busy to supply the demand for concerts. This is 
especially true in the smaller towns, as the car has 
the advantage of a wide scope of operation, covering 
a large territory. 

During the winter months the car will be oper- 
ated only in the larger cities. Its success during the 
last few months in the smaller towns has proven its 
value to the manufacturer and the retailer. Stores 
are visited and attractive tieup window displays in- 
stalled by the operator or a specialist accompanying 
the car. These have been well received and have se- 
cured much favorable comment. Cards are sent out 
to the grocer’s customers several days in advance, 
stating the day and hour a concert will be given at 
the dealer’s store. 

Crowds have varied from a score or more to sev- 
eral hundred persons at these concerts. They are 
given either inside or outside the store, depending 
on the weather. At times it has been found desirable 
to hold the concerts at a central point in some of the 
smaller towns and then getting all dealers to tieup 
with display material in their stores. 

The car has been very successful in this new and 
unique field of advertising, and works out ideally in 
the placing of advertising displays. The radio recep- 
tion beyond a 150-mile radius from the station is 
not always of uniform and constant quality, but, 
nevertheless, it has a field and opportunity that has 
met with remarkable success, especially in outlying 
communities. 

It has introduced our prolucts and our radio sta- 
tion to thousands of new customers in a very novel 
way besides the work of placing large quantities of 
display material with the dealers and the installa- 
tion of sales-producing displays in their windows. 





FASHION PAGEANT IN MONTREAL STORE 


The entire fifth floor of Colonial House, the department 
store of Henry Morgan & Company, Montreal, Canada, was 
recently transformed into a theatre for the production of a 
pageant for the display of fall modes. Large audiences daily 
witnessed the pageant, and afterward were served with tea. 

Special window displays by Armand Dyotte, display 
manager, along three frontages were used in connection with 
ihe pageant. These were changed daily and showed the most 
sumptuous of styles in evening gowns and wraps. 

The pageant was under the direction of Mlle. Marceline 
(’Alroy, who had built it around a playlet, “The Boudoir.” 
The stage was set with a boudoir scene with two manne- 
juins in attendance. From this a promenade ran around 
the theatre. 

All the styles phases of the day were illustrated from ten 
in the morning until late in the evening by Mlle. d’Alroy and 
‘ifteen models to the accompaniment of subdued music. 
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SERVICE 


Installation of Window Displays Is No 
Longer a Problem 


For National 
Advertisers 


Displays Can Now Be Installed in 
Dealers’ Windows Promptly and 
Properly Through One Agency 


ELIMINATE DETAIL! 
DISPLAYS ALL GO IN! 
SERVICE GUARANTEED! 


Local Associates in Cities and Towns 


Throughout the United States 


Write for Information 


Window Display 
Installation Bureau 


Executive Offices: 


22-23 Pickering Bldg. Cincinnati, Ohio 














SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 


Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 


This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 


Why pay for expensive interior or window display 
cards or price tickets? 


Why use poor show cards when this art is so close 
to your pocketbook? 


ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual» methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 
2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 



















THE DISPLAY WORLD 


October, 1925 


The Importance of Window Fixtures 


A sufficient amount of good display fixtures as necessary as well- 
balanced stock for successfully merchandising through windows 


By J. DUNCAN WILLIAMS 
Director Display Dept., National Assn. of Retail Clothiers, Chicago, Il. 


HOW windows alone, no matter how good 
the location, will not produce relatively 
high results unless they are intelligently 
and persistently used to that end. This is 

true, notwithstanding the fact that poor windows pay 
dividends out of proportion to the amount of effort 
expended on them. 

It is generally accepted by the average man that, 
first, poor windows cost and good windows pay ; second, 
poor windows not only make fewer sales, but actually 
drive good prospects by the door to some other store, 
while good displays attract so-called poor trade as well 
as rich trade; and also good displays are continually 
stimulating purchases by regular store patrons as well 
as daily drawing in new faces and new dollars. 

Poor displays are poor business. Good displays are 
good business. This is the final analysis of the subject, 
* after everything has been boiled down to hard pan. The 
question mtst then resolve itself into this problem— 
how to obtain good window displays. 

Good store front constructioa is necessary. That 
is, a layout of windows which will make the best use 
of the available space at hand. Windows to fit the store, 








to fit the merchandise, and to fit the policy of the insti- 
tution. Foolish economy ought to be avoided in con- 
sidering window display. Other essentials to good dis- 
play are lighting, floors and backgrounds, decoratives, 
and one of the most important of all is a good supply 
of standard fixtures. 

Good display fixtures and a sufficient amount of 
them are as necessary for merchandising through the 
show windows as a full line of sizes or a well-balanced 
stock is necessary to do business profitably. 

One frequently hears merchants complain of the 
fact that window fixtures cost so much nowadays that 
they feel that they cannot afford to buy a much-needed 
set for the windows. This attitude is sometimes 
changed through the efforts of a fixture salesman who 
succeeds in selling the merchant on the value of his. 
windows and then getting an order for the needed 
equipment. 

Sometimes, however, this attitude on the part of the 
merchant is as deep rooted as it is inconsistent, with 
the result that he will go along with the old makeshift 
equipment on hand, or will do the next to worst thing 
and buy sub-standard fixtures that are worth 50 per 


Model Display Setting Showing Neat Arrangement of Fixtures Before Installation of Merchandise 
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cent less than they cost him the moment they are un- 
packed. This is the kind of window fixtures that cost 
and which should be charged off to expense. Doing 
without necessary window equipment costs still more. 

In the average men’s store, for instance, a fund of 
$10.00 per week could be set aside for the maintenance 
of the show windows without seriously handicapping 
the finances of the institution. If this amount were 
allowed to accumulate and be expended for the upkeep 
and standard equipment, the store would soon have a 
completely equipped window department and one that 
could take proper care of any merchandising event that 
might come up. 

This is the plan many stores follow. Others who 
know the sales value of their windows consider the 
complete equipment of the windows as the first essen- 
tial to operating the store properly, and these usually 
buy all that is needed at the start, charge off 10 per cent 
to depreciation each year, and at the end of the first ten 
vears the fixtures are still good, and remain in practical 
use years longer. Windows in which modern fixtures 
have been used are usually successful from the start, 
and perhaps pay for the entire cost of the window fix- 
ture investment once or twice every year through the 
extra business brought into the store by the consistently 
efficient window displays. 

A majority of retail-merchants will agree with the 
foregoing statements in regard to windows and window 
fixtures. Experience has shown that there are few 
retail merchants worthy of the name who are not thor- 
oughly sold on the fact that their windows are the best 
advertisements and best salesmen. Every day shows a 
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Completed Display Illustrating Effectiveness of Merchandise Through the Use of Proper Fixtures 




















greater appreciation of these facts by the merchants in 
general. 

During the last few years, and especially during the 
first two years following the armistice, when there was 
so much remodeling and improvement made in retail 
stores, window fixtures of a higher order were de- 
manded to be in keeping with the higher standard of 
store front construction. There was a market for higher 
quality window fixtures, and the manufacturers. 
spurred on by this demand, succeeded in producing fix- 
tures of a much higher order, in which certain practical 
features were necessarily embodied. More substantial 
material was used, better construciion employed and 
other practical features achieved which have practically 
made the old types of window fixtures obsolete. 

When a merchant sees the old, poorly constructed, 
cheap type of stands compared with the modern, well- 
made product with interchangeable tops, bases and 
standards, he does not want the old. Things have 
changed in window fixtures as they have changed in 
clothing, haberdashery and other kinds of business. 

Such fixtures are*more suitable to every possible use 
than are rigid tops. They are more economical because , 
the greater part of the fixture investment is always 
working in the windows rather than remaining idle part 
of the time. Every type of merchandise can be prop- 
erly and adequately displayed, all of which make mer- 
chandising through the windows more possible than 
formerly. . 

“Dress well and succeed” applies to store as well as 
it does to individuals. Therefore, dress your windows 
well and succeed. 
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The Reflector 


you will eventually use 





Produces 
Super-Light 


No wonder Sun-Ray is used 
in the better stores everywhere. 
Insures plenty of powerful 
clear-white light completely 
covering the display. 


A few recent installations : 


The Hub, Baltimore, Md. 
Boston Store, Chicago, IIl. 
Bedell’s, Newark 

Hecht Bros., New York 
Gimbel Bros., New York 
Numerous others. 


No. 25 Sun-Ray Dominates! 


SUN-RAY LIGHTING PRODUCTS, INC. 
119 Lafayette St. New York, N. Y. 
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Heliiley ‘Sides 


Can be vastly increased by the use of the proper 
counter display fixtures. Write for our special 
circular showing stands for every line. 

We are now putting out a combination fixture for 


dresses and ladies’ wear which can also be used as 
a piece goods stand. Write for particulars. 


Do not forget we also make a complete line of floor 
cases, mirrors and store fixtures of all kinds. 


THE GREAT CENTRAL NOVELTY CO. 


232-40 Main Street, Cincinnati, Ohio 























VALANCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 


FINDLAY, OHIO 
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Penny Wise and Pound Foolish 


Manufacturers provide for best methods in all efforts 
except installation of displays 


By N. W. REYNOLDS 
Mgr., Window Display Service Co., Salt Lake City, Utah 


SN’T it strange that business men who have built 
large successful business institutions are “non 
plus” when it comes to their greatest business 
pulling power or asset? 

They employ the best efficiency engineers to secure 
greater production, economists to stop the leaks, advertising 
specialists to present their goods to the public, psychologists 
to aid in forming a good-will, artists to create pleasing 
pictures; but if they have any window display material to 
be installed they send it out for the store clerk or errand 
boy to handle. They overlook the fact that a specialist is 
as necessary for the successful execution of this part of 
their merchandising effort as any other of their organization. 

A failure to use window displays is permitting a “leak” 
to go on, for displays are the greatest pullers of business 
a manufacturer has at his command. They appeal to the 


Advertiser’s Display by N. W. Reynolds, Salt Lake City 


consumer at the point of purchase, tieitig up with the bill- 
boards, magazines, newspapers and all other media. 


When the consumer goes to buy his mind is open for 
suggestions. He has read the many points concerning the 
merits of the product and becomes familiar with the article, 
its label and trade-mark. He learns to know and demand 
the original. 

Window display is the only medium of advertising 
where the actual package and its contents can be presented 
to the public. It is the only medium where one can buy 
the article itself. Have you ever known anyone buying 
anything off a billboard or a car card, out of a newspaper 
or a magazine? Have you ever known a person to go to 
these things to make a purchase? 


The installation of displays require a _ specialist—one 
who knows every phase of his profession and who can give 
every factor its full showing. For this reason a service 
man should be employed. It is an important fact that a 
service specialist must do his best and create “good-will’ 
to succeed. He must please both the retailer and the ad- 
vertiser. When a sales producing display is installed the 
retailer is impressed with the idea that the manufacturer 
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is. interested in his success. It creates a personal touch be- 
tween them and means increased business for both. 

It is nothing less than a “penny wise-pound foolish” idea 
for display material to be sent direct to the dealers to be 
installed. More than 75 per cent never reaches the win- 
dows and the few that do are seldom handled to produce 
full benefit. 

The competition for window space is as keen as for 
sales. The material on top of the pile is generally the one 
favored, but the display sent the service man is not de- 
pendent upon luck or chance. It is certain of a showing 
and always to the best advantage. 

Manufacturers employing trained and skilled window 
men have an advantage over their competitors who do not 
do so. Window trimming is a profession that requires 
years to learn, and no one who practices it after their regu- 
lar work, or for the purpose of merely earning a few extra 
dollars, can be successful. Many national advertisers are 
paying just as much for this type of work as they would 
have to pay for the best, through lack of attention to this 
important point. 

One of the largest drug stores in Salt Lake City, lo- 
cated on the principal street, with a greater circulation than 
any Utah newspaper, recently engaged the writer to place 
a display for them. 


When asked what display they wanted installed in the 
window, replied, “Oh, I don’t know; been too busy to give 
it a thought; out in the back room is a pile of displays— 
just suit yourself.” The drug clerk hearing what the man- 
ager said suggested using the one on top. 


In this rear room were over sixty displays received from 
manufacturers during the last few weeks, many never opened 
and several from the same company. There was waste, noth- 
ing but waste. 


During July, the hottest month of the year in this section, 
many displays for a coffee company were installed. The 
decorators were inexperienced and without any knowledge of 
the psychology of colors. The brightest hues of red and green 
were used with no consideration of the store exterior color 
or the heat of the season. Consequently the displays were 
repulsive and made an unpleasant setting for the product. 


Many gross errors in display installations have been 
brought to the writer’s attention during the last few weeks. 
The manufacturers of Rinex will give two dollars to any 
druggist who places a display for them. They have been 
successful in securing a few showings, but there has never 
been a piece of crepe paper or other decoration used. These 
displays generally look like just what they are—an easy 
two dollars made—placed without thought, feeling, balance, 
perspective or decorations, but with speed. For the same 
amount this company could have employed skilled trimmers 
with greater satisfaction and sales results. 

Just before Easter the Cudahy Packing Company required 
their city salesmen to install displays of Easter hams. It 
required six hours for two salesmen to install one display 
causing the merchant to remain at his store two hours after 
the regular hour of closing. Becoming disgusted with their 
efforts, he insisted that they go and that he would finish the 
job the next morning. These two men neglected their regular 
work to perform a job entirely out of their line. They an- 
tagonized the merchant and no doubt lost much Eusiness to 
competitors. 

For the manufacturer not to use display advertising is 
allowing a big leak to exist in the merchandising machine, 
to send them broadcast for the merchant to install is poor 
economy and to have the salesmen place them is worse than 
all errors. 

This point should be remembered: The manufacturer 
who uses more window ,displays, properly installed, uses 
more shipping clerks. 
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The Improved 


Timberlake Refleétor Screen 


FOR ATTRACTIVE COLORED LIGHTING 
EFFECTS IN DISPLAY WINDOWS 


This new improved light reflector screen is made in two 
sections (see illustration), which is a decided advantage over 
the old type screen. The colored Gelatine is quickly inserted 
between the two screens,, which, when closed, hold the Gelatine 
firmly in place. 

The Timberlake improved colored light screen is the most 
efficient and lowest priced device of this kind on the market. 
It is instantly adjustable to any glass or metal reflector not 
over ten inches in diameter. Furnished either with or without 
the colored Gelatine sheets. Proper lighting is the making of 
attractive window displays. 


Write today for Circular No. 3}—you will find it valuable. 
Salesmen make good money selling Timberlake Wire Display 
Fixtures. Write for territory. 


J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 




















Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 


We specialize on your on 
p : Let us quote, or order an initi 
She Napcooom supply. 


Samples and Prices Supplied on Request 





National Plush Company 


7 West 3rd Street New York City 
“A National Institution Known for Service” 
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Before an pre ore a Valance, write 
and find what we have to offer. 


BRYAN’S 
423 S. 4th, Louisville, Ky. 

















Decorative Fixture Display Co. 


OUR NEW HOME 
157 DUANE STREET, New York City 
“Everything for Window Display’”’ 








HAVE YOU ENTERED THE DISPLAY WORLD 
WINDOW DISPLAY MERCHANDISING CONTEST? 
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STORE EQUIPMENT DIGEST 


Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 

















Completely Equipped Store Display Installed 
Store fixture manufacturer illustrates power of a carefully planned 
window through installation of fully equipped grocery display 
By C. A. NETZHAMMER 


Sales Manager, Northwestern Furniture Co., Milwaukee, Wis. 


EVELOPED ideas are what have made 

Edison the inventive genius he is today. 

Not alone do ideas penetrate the inven- 

tion field, but in music, art, architecture, 
advertising and window display do they play the vital 
part. In our minds and about us everywhere are 
thousands of ideas in readiness to be used, but with- 
out occasional suggestions many would lie dormant, 
finally to become extinct, and, consequently, useless 
and forever lost. 

Trade journals are, perhaps, the greatest source of 
ideas or suggestions for productive displavs. In a re- 
cent issue of this publication was a story illustrated 
with a window display of a completely equipped hard- 
ware store. This afforded us a suggestion and re- 
sulted in our installing a completely equipped grocery 
store in our windows. 
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We have been in business for more than forty yers, 
and that display created more comment than anything 
in the way of window displays we have ever «one. The 
store was completely equipped with our latest design of 
fixtures, and every effort was made to inject as much 
reality as possible. 

A dairy company furnished milk every day. One 
of the local sausage manufacturers furnished fresh 
sausages at regular intervals, and one of the baking 
companies supplied the “store” with bread every day. 
At first a complete line of one brand of canned goods 
was carried, but other companies felt that we dis- 
criminated, and that they should be entitled to some 
space for their canned goods, so we divided the 
space and gave each firm an equal representation. A 
large lithographing house offered to pay a royalty 
for the use of the illustration on grocers’ checks. 


a 
One Section of the Completely Equipped Grocery Store Display Installed by the Northwestern Furniture Co., Milwaukee, Wis. 
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FINAL UNIT OF BUFFALO STORE COMPLETED 
The last unit of the million-dollar Hens & Kelly Co., Inc., 
department store, Buffalo, N. Y., will be formally opened 
within a few weeks. The entire window display frontage 
on three streets has been completed and the main entrance 
to the new building opened to shoppers. 

A 5-story brick building adjoining the property has been 
purchased and as soon as alterations are completed the de- 
livery department will be moved from the basement of the 
new store. This will enable the company to use the side 
of the building utilized for loading and unloading for win- 
dow display purposes exclusively. 

After the Christmas holidays the addition of several de- 
partments will be made and practically every department in 
the store rearranged. Construction work has been in prog- 
ress on this building for more than two years. 


Old Display Ideas Still Good 


The fake broken window stunt is still making stop, 
look and buy the products featured 


By EDWARD H. SIDNEY 
Adv. Dept., Pacific Coast Shredded Wheat Co., Los Angeles 


LD display ideas are still making them stop and 
look. Such attention-attracting devices as the 
fake broken window is proving that it does not 
always require some new stunt to appeal to the 

blase and overworked public. 
During the past six months we placed three displays 
similar to the one shown in the illustration, in addition 








Fake Broken Window Installed by Sidney 


to our regular 100 monthly displays of Shredded Wheat 
Biscuits and Triscuit, in the windows of grocery stores 
throughout southern California. 

The Shredded Wheat case through the glass is made 
by cutting the case on an angle some place near the cen- 
ter. One-half of it is held in place on the outside by strips 
of adhesive tape. The other half is placed on the inside and 
on an exact line with the outside portion. Strips of tape 
one-half inch wide and two or three feet long are stuck to 
the outside of the glass extending from the case to give 
an appearance of cracks. A sharp piece of fresh soap can 
he used to imitate smaller cracks. 

A rough-lettered card with wording such as “Danger, 
Look Out,” will add a great deal to the effectiveness of the 
display. The case should be placed approximately seven 
feet from the sidewalk so that it will not be torn down 
by children and will be above the heads of passersby. 

The illustrated display was in the window of Varney 
Brothers’ store, El Centro, Cal., for two weeks and caused 
an immediate demand for Shredded Wheat products. Na- 
ional blue and canary yellow crepe paper are used as back- 
ground decorations on all displays of this product. 
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“JUST THE BEST” 


Papier Mache 




















Are You Ready for Thanksgiving? 





34 Inches High, Full Figure 








Art Fontaine 
Exposition Company 


10714 N. Main Street 
Los Angeles, Calif. 
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Getting Display Material Installed 


Manufacturer adopts excellent method of distributing display material 
and insuring its installation by dealers throughout the country 


By A. H. OGLE 
Advertising Manager, The Wahl Company, Chicago, IIl. 


NTIL a couple of years ago, this com- 
pany relied wholly upon its salesmen 
to requisition display material as 
wanted by dealers. Since this system 

of continual requisitions made a large amount 
of extra clerical work for the men and in a great 
many instances resulted .in the displays not being 
requested until too late for use or not being requi- 
sitioned at all, it did not prove to be an entirely 
satisfactory method of getting the material into 
the dealers’ stores. 

While the plan now in use is far from perfect, 
it does have many economies in its favor and is 
favorably regarded both by dealers and the sales- 
men. : 

Sales of high grade mechanical pencils and foun- 
tain pens naturally reach the peak during three 
season—Graduation, School Opening and Christ- 
mas. We have always furnished our dealers spe- 
cial displays for these three seasons and realizing 
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that approximately the same dealers used the ma- 
terial each season, the following plan was finally 
devised which is now being used for the third year. 

When the salesmen start out at the beginning of 
the year they are furnished a supply of printed 
forms which have on one side spaces for dealer’s 
name and address, date, size of windows, class of 
trade and a list of the general classifications of the 
line. On the other side of the sheet is printed a 
simple form whereby the dealer agrees to use the 
display material supplied to him during each of the 
three peak seasons. 

The salesmen explain the use of the form to 
their better dealers and where necessary sell the 
idea of window displays at the peak seasons, get 
their signatures, check or fill in the pertinent in- 
formation and return to the office with their daily 
orders. In the office the agreement blanks are 
classified into groups according to class of trade, 
amount of annual purchases and size of windows. 


i There is al Pear joy in giving 
| EVERSHARP 
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Model Christmas Display Created by J. D. Williams Display Service, Chicago, Ill., for The Wahl Company. ~ 
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Lists are typed of these groups and addressograph 
stencils made. 


As the three main seasons approach, the displays 
are packed, the labels addressed from the stencils 
are affixed and all is in readiness for mailing. In 
the case of Graduation and School Opening displays 
they are scheduled to arrive at the dealers’ store 
thirty days before the close or opening of school 
in his particular locality. 

While it is true that many of the displays sent 
out in fulfillment of our part of the agreement are 
not put to good use, it is also true that most dealers 
do feel a small sense of obligation to use the ma- 


SVERSHARP WAHL PEN 
1925 Special Window Display Service 


We agree to cooperate with The Wah) Company in the display of Wahl Products es set forth on 
the reverse side of this sheet. 

















Diaiiaslcies neler tt Signed a ieee 
ene ooniahars State. 
Accepted by The Wahl Company... ; —"— 
Size of Window... feds B = tone ai Meee 
Large O Rubber 


Special Window Display Service Agreement 
with 


THE WAHL COMPANY, CHICAGO 


In consideration of our receiving the 1925 Special Window Display Service from The Wahi 
Company, without charge, we agree to cooperate in the sale of Wahl ucts as follows: 
Install display of Wahl Prod and Wahl displa: terial during each of 
. the tree (3) season lied blow Gaal bea titan dates le Ue ehakte tor ¢ claim 
of one week: 


Season No. |. Graduation (Between May Ist and June 20th) 

Season No. 2. School Opening (Between Sept. Ist and Oct. 15th) 

Season No. 3. Christmas (Between Dec. Ist and Dec. 25th) 
lt is understood that The Wahl Company will furnish a suitable display for each of the 
above seasons. 


2. Display on counter or in window such suitable cards and streamers as The Wahl Company 
furnishes us. 


Front and Back of Installation Blank Used by The Wahl Co. 


terial if it is at all possible. Of course, we are ob- 
ligated to furnish displays that he can use and that 
will result in profitable sales. 

We have found that everyone concerned gains 
by this method of distributing seasonable display 
material—the dealer, the salesman and the manu- 
facturer. The dealer is automatically notified of 
special periods when displays of this merchandise 
will pay best, the material reaches him at the 
proper time without thought on his part and illus- 
trated suggestions are enclosed with each assort- 
ment which make it a simple matter for the average 
dealer to install an attractive selling window. 


After the salesmen make the first trip around 
the territory, the bulk of their clerical work of re- 
questing displays is done for the year. It is neces- 
sary after that only to send in requisitions for spe- 
cial material or for displays for those of his dealers 
who for some reason were not signed up for the 
regular seasonable display service. He knows his 
dealers will receive their displays on time and 
wlibis for the lateness or non-receipt of material 
are made unnecessary. 
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KLEE Fixtures are Refinements 
in the Art of Window Displays 


“Let Your Display Windows 
Be Klee Fixed” 








Write for —_— 1@) 
Catalog 
and Prices O--+O 
|e 


Klee Display Fixture Co., Inc. 


Manufacturers 
172 ATLANTIC AVE., ROCHESTER, N. Y. 














Artistic 
Christmas 


Placque 


Hand: painted on cela- 
tex, in brilliant colors. 
Finished with silk cord 
and tassels. 





Sites: io ‘chamietéer:.... =. $ 7.00 each 
Sizes 40” diameter_____-______ 8.50 each 
Sizes 48”. diamieter_........___ 10.00 each 


SPOW-ART DISPLAY SERVICE 


422 Lightner Bldg. Detroit, Mich. 




















A COMMERCIAL 
FIXTURE 


Consisting of 15” Mirror 
Lined Shade, Globe, Chain, 
Canopy and Wiring, 
Complete for 


$5.75 


We manufacture reflectors 
for every purpose. Show- 
case and window refiect- 
ors, flood- -lighting, picture 
and art gallery lighting. 


Sunlight Reflector 
Co., Inc. 


Establ. 1898, 
226-228 Pacific Street, 
Brooklyn, N. Y. 
















































DISPLAY WORLD 





Sand 


=9 
227 
e 


IT FITS NEATLY ON THE SHOE 


And the Movable Clip Holds Any Size Price Card 
in Any Position 


R. ORTHWINE 


Display Specialties 
343 TO 347 WEST 26TH ST., NEW YORK, N. Y. 

















> Santa Claus Snow 


will give to your holi- 
day windows the true 
spirit of Christmas. 


You will find Santa 
Claus Snow adds wonder- 
fully to any holiday deco- 
ration. It is made up of 
a multitude of crystal 

i clear flakes that glisten 
4 and sparkle brilliantly un- 
der any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 





little and produces a great 
effect. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., ir sient 














Were You In On 


Remington’s Sportsmen’s Week 
Contest? 


—The Fall Display Classic of the 
Year, in which $5,000 cash will 
be distributed? 


There are many other contests 
for displaymen in the sporting 
goods field. To secure a list of 
those contemplated for the com- 
ing six months, write 


THE SPORTING GOODS DEALER 


10th and Olive Saint Louis, Mo. 





























P INDOW SALES 
doe ee ecTRICTURN TABLES 


DisPLAY «> SELL MORE. GOODS! 


Klectric cost 3 cents per day—Capacity over 100 Ibs, 


apace Fully Guaranteed—Write Today. 
L. V4isers. ELECTRIC WINDOW SALESMAN CO. a , 











Seek a new Position? Use the Opportunity Exchange. 


October, 1925 


New Umbrella Stand Introduced 


Novelty umbrellas require new stand for cerating 
sales-producing Christmas displays 


RIGHT colors and interesting designs have invaded the 

field of ladies’ umbrellas as well as everything else they 
wear or carry. Novelty effects in tassels, handles and tips 
have injected that air of individuality and interest so es- 
sential to that particular type of article. 

The new novelty umbrellas, however, exert an appea! 
that is entirely different. Like everything else in a similar 
category, their novel features alone are sufficient attractions 
to stimulate sales. They sell by appeal to the eye more tha» 
the mind, but the fact that they sell themselves, provided 
they are given the chance, is most important. 

Prominent display of the brilliant attractive novelty um- 
brellas will halt many perplexed Christmas shoppers who 
otherwise might have dismissed the umbrella idea with in- 
difference. The fact that a person already has one or more 
umbrellas can no longer be considered, for now one can be 
obtained that will practically match any color dress, suit 
or coat. 

Instead of the steel or uniform wood tip of the ordinary 
umbrella, the new novelties are large, vary in diameter, 
shape and color, and are, in fact, part of the novel features. 
Consequently these new items cannot be stuck into a holder 
of the regular display stand. Another difference is their 
short length, averaging 18 to 21 inches, which makes a coun- 
ter display practically necessary. 

As the tassels and handles are the most decorative and 
brilliant parts they are most effectively displayed by hang- 
ing. The fixture illustrated here is a revolving counter stand 
manufactured by J. R. Palmenberg’s Sons, Inc., New York 
City. It is constructed substantially of steel with an eight- 
inch diameter base. It is thirty inches high from counter 
to cross arms and is surmounted by a card frame of pro- 
portionate size. The upright is extensible and the cross arms 
revolve, making a practical and efficient fixture. 





TEMPORARY WINDOWS PROVE GREAT SUCCESS 

When the Hudson Bay Company, of Vancouver, B. C., 
began the construction of its new store, it was decided to 
build temporary windows in the fence around the new foun- 
dation. Eight show windows, each only a few feet in depth 
and built on top of the sidewalk, were erected. They were 
built of wood and trimmed at the back and sides with ordi- 
nary three-ply veneer, stained in gray in an inexpensive 
manner. 

As the windows are shallow, only small merchandise, 
such as hosiery, golf clubs, boys’ clothing, etc., can be dis- 
played. To help cover the cost of the windows the depart- 
ments using them pay a daily charge that includes all in- 
stallation expense spread over a period of twelve months. 

It has been found that more customers have asked for 
goods displayed in these small windows than have specifi- 
cally mentioned goods in the larger permanent windows. 
The expenditure of a few hundred dollars on the temporary 
windows has already paid for itself many times over. 





INTERESTING DISPLAY IN HOUSTON STORE 

A window display which caused much comment was that 
of Krupp & Tuffly, Houston, Texas, announcing the arrival! 
of their new Chaussures Bally, imported shoes from Switzer- 
land, and depicting a scene which told the story without 
words. 

A ship, tied up at the docks, representing the arrival of 
these foreign shoes to the port was used as a background. 
A dancing figure of a prince with Cinderella’s tiny slipper 
held in his hand, which is the trade-mark of these shoes, 
was shown near front center. 
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Creation and Power of Displays 
(Continued from page 17) 
obvious then that the color scheme plays an impor- 
tant role and should be studied intently and care- 
fully planned. 

It is not generally known that 90 per cent of the 
money stores receive is spent by women. It natur- 
ally follows that extreme care should be exercised in 
nearly all displays so that they will appeal particu- 
larly to women and attract their attention more than 
they will that of men. Feminine appeal that is at- 
‘tractive will pull at all times. 

These suggestions as to the creation of an effec- 
tive window display all play an important part in its 
design and each and every point discussed—and 
many others of lesser import—bears consideration 
and thought when placing an order. In the final 
analysis, a window display is always judged by its 
pulling power in bringing the passerby into the store 
and by its sales ability. It is a silent salesman, 
working constantly and ceaselessly in the interests of 
its own merchandise, and must, therefore, stand at 
all times on its own merits. 

The best proof of the power of effective window 
displays is shown by calling to mind several suc- 
cessful corporations who have relied solely on this 
form of advertising in merchandising their products. 
A search of the pages of any national magazine or 
paper will fail ta disclose any space devoted to Hud- 
nut’s Three Flowers beauty products controlled by 
the Wm. Warner Company. But these products are 
so consistently brought to our attention through 
well-planned and timely window displays that it is 
hard to believe that this is the only advertising 
media used. 

And then there’s Stacomb! From the time that 
product was put on the market until its ownership 
changed hands several years later, when it was na- 
tionally known and a pronounced success, dealer dis- 
play material was used exclusively in its exploitation. 

Retailers, too, are gradually coming to realize 
the power of effective window and counter displays. 
Many have definitely proven it by- individual check- 


up on the increase of their sales during and after the - 


displays were in use. The demand for better and 
more timely window displays has been led by these 
merchants. 

The value and sales pulling power of carefully 
planned window displays no longer is a question of 
doubt upon the part of the manufacturer, who now 
recognizes and plans its displays to bring merchan- 
dise and buyers together at the point of purchase, 
where, introduced by a display which creates a desire 
‘or immediate possession, courtesy and attention con- 
siimmate the sale. And towards that end every manu- 
facturer today is zealously striving—the creation of 
citective window and counter displays to tie up with 
his other advertiisng, that he may obtain quickly 
ultimate distribution—100 per cent results. 
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Window Display 
ACCESSORIES 


of Every Description 
! Everything for the DISPLAYMEN 


* Artificial Flowers Glass Shelves Spot Lights 
Artificial Fruit Glass Heel Rests Strip Lights 








Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
Borders Cloth Thumb Tacks 
Bilt-Wel Board Pedestals Valances 
Birch Bark Strips Papier Mache Velours 
Card Holders Novelties Velour Papers 


Chenille Roping Price Tickets Vines 

Color Attachments Plushes Wood Carvings 

Flood Lights Reflectors Wood & Metal 

Foot Lights Revolving Tables Fixtures 

Gelatine Scenic Paintings Wrought Iron Stands 
Glass Stands Show Cards 


Sample Books Mailed Upon Request of 
DISPLAY, MANAGER 





Doty & Scrimgeour Sales Co., Inc. 


148 Duane Street New York 
Phone: Whitehall 2737—2738 


“Everything for Better Window Displays” 

















Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples __ sent 
on request. 





Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 















“T Picture Your Message’ (2Z2Z2Z2Z2Z2ZZZ, 


Window Display Screens, 
Backgrounds, Panels and Dec- 
orative Platforms, Tripeds, 
etc., for 


Rent or Sale 


Individual and Artistic. New De- 
signs. Beautiful color combinations 
with changeable scenic centers. 
Will please the most fastidious 
display manager. 


SEE) JOHN MASON 
1608 Pine Street Philadelphia 
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THE KINNEAR ARTCRAFTS 


Christmas Set Pieces and Novelties 
Now Ready for Delivery 
Correspondence solicited. 


19 EAST 15th STREET NEW YORK 
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Black Card Board Proves Effective 


Use of this type of background affords an opportunity for securing a 
more harmonious effect in colors without limiting their use 


October, 1925 


By FRANK DODSON 
Display Manager, Woolf Brothers, Wichita, Kansas 


HE use of black card board in the creation of 
show cards is one of the most effective back- 
grounds that can be used. A much better 

effect and harmony of color can be obtained than 
when a colored stock is used. 

The lettering on the card should be white, as it 
will stand out better and will give an opportunity to 
use all colors desired in the decoratives and _illustra- 
tion. A show card with some little design executed 


in bright colors will stop the passerby every time, 
thereby getting the card to effectively answer its 
purpose. The cards illustrated below are good ex- 
amples of this class of work. 

A change in the design or shape of the card will 
keep up an interest and make the display produce 
maximum results. Something new and out of the 
ordinary in design and color scheme will make your 
cards real sales assets. 


Group of Effective and Attractive Show Cards: by Frank Dodson, Display Manager, Woolf Brothers, Wichita, Kansas. 
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OOKING for more business? Of course! Here's 

a. the ‘direct route”: Use plenty of -Daily’s beautiful 
stn designs in 
Sx- is « 

‘ Christmas Display Cards 
wi 
duce Fresh, attractive, distinctive designs-—artistically printed in 
the FOUR COLORS on selected cardboard coated both sides. And 
your priced just right 


Four cheery, “Christmasy” selections, one of which is 
WY illustrated herewith; write TODAY for handsome cir- 

Me cular showing reproductions in actual colors, and giving 
sizes, prices and other information. 





THE BEST 

TO BE HAD: 
Q BERT L. DAILY 
Perfect Stecke 126-130 E. Third Street Dayton, O. 


BRUSHES «xo SUPPLIES 


om - seen reer = 


ock Ts nee 


be 









RTH ET TTP RE TT 





Our Artist Friends 


know a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


SHO-CARD 
Quality Board 


that we have been forced into 
greatly increased production. 
To our great gratification— 
Quality Does Count. 


Twenty-seven gorgeous colors 
in all. Samples on request. 


Hurlock Bros. Co., Inc. Mfrs. 


Sige Market St. PHILADELPHIA, PA. 


“Cute Your Labor im Ye and Your Time in 2” 
poy Apantbod Pen 1s equipped with the faultless 
ir ink retainer-a patented feature, 
it fioads witha: witha di jautomatically coobrche the Flow 
and. distributes the ink evenly Over the entire tip. 


Ae Speedball its leas, remy barn 9 st dasts orgie, 


Your dealer selts them 


c; HOWARD HUNT ;PEN Co.. CAMDEN ts US‘A 
rth "Cotas filled. by Wee Bias “Aston Hill ecsken tag , 
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Beveled Edge Cards Are Distinctive 


So many different ideas for selecting card stock are published in the 
various books and trade journals that confusion may be created 


By J. H. HILTON 


Display Manager, Ritter & Meyer Co., Youngstown, Ohio 


O many show card articles appear in the 
various journals that it frequently proves 
very difficult to the card writer to deter- 
mine just what type of stock is proving to 

be most popular and what lettering the most effective. 
He is kept busy studying the various suggestions and 
frying to determine which course to follow. 

One cannot look at enough cards or illustrations, 
for the more seen the more ideas are obtained. This 
might be considered a means of confusion, but it is 
certain that one’s likes and dislikes can be best deter- 
mined by comparison. 

For instance, one magazine may present an article 
that urges the use of only plain cards, while another 
will just as strongly declare that the use of the unique 
is the proper plan. All of them should be tried and 
the results closely watched. 

The object of a show card is salesmanship. This 
is the final criterion by which they may be judged 
good or bad. It is to the window what the salesman 
is to the interior of the store, and often produces far 
greater returns. Very often it is the center or focus- 
ing point of the display, and if properly worded and 
executed catches the eye of the prospective customer. 

The card continues its usefulness by whatever 
explanations, descriptions or data necessary to bring 
the prospective customer into the store and to the 
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salesman behind the counter. Thus a show card has 
two uses—attraction and explanation. 

There are three ways in which it may attract—b) 
wording, by art, and by a combination of the two. A 
snappy, catchy wording of the outstanding phras« 
does much to stop the passerby, but unless the word- 
ing is on a neat card stock with a reasonable amount 
of art work its effectiveness is lessened. 

Above all, there is need for originality, variety, 
and the unusual. Too many show card writers are 
slaves to the stereotyped expressions which have long 
outlived their usefulness. A little observation proves 
that the great majority of cards are worded with such 
worn-out phrases as “special,” “extra special,’ “extra- 
ordinary,” “stupendous,” “new arrivals” and “the 
latest.” Show cards need strikingly different and 
more effective phrasings and layouts. The man who 
keeps pace with the movement is the man who will 
obtain results for himself and business for | his 
employer. 

The touches of art which are so often found on 
cards play no small part in attracting the passerby. 
They are placed in the form of borders, letters, etc.. 
and sometimes in complete form. 

Show cards are windows’ salesmen, and when they 
are seriously and thoughtfully used are a real agency 


_ toward successful business. 


Y 
/ Sb 


] 
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Artistic Beveled Edge Show Cards by J. H. Hilton, Display Manager, Ritter & Meyer, Youngstown, Ohio. 








1 has 


—by 
mA 
hrase 
vord- 
10unt 


riet\ 
S are 
long 
roves 
such 
xtra- 
“the 
and 
who 

. will 
his 


d on 
erby. 
etc.., 


they 
rency 


Ls 











THE 





October, 1925 


SPECIAL OFFER OF CARD HOLDERS BEING MADE 

A card holder that will hold one, two or three cards, any 
size, from a price ticket to one as large as the rear of the 
show window, is being distributed at a very low charge by 
The Fixture Sales Company, of Charlotte, N. C. It utilized 
the same principle demonstrated when a card is held by the 
thumb and four fingers to keep it upright, and is by far the 
simplest and most efficient on the market today. 

To demonstrate that these holders are all that is claimed 
for them, they are offering what is known as Series A and 
twelve other assorted sizes, the regular retail value of which 
is $8.50, at a special introductory price of $4.00. By signing 
the coupon in this company’s advertisement shown on page 
43 of this issue of The DISPLAY WORLD and mailing to 
the manufacturers these holders will be sent, and if not all 
that is claimed can be returned and have the money re- 
funded. 





CHRISTMAS PIECES READY FOR DELIVERY 

An unusual line of Christmas display and set pieces for 
window and interior display is announced as being ready 
for delivery from the well-known workshops of the Kin 
near Artcrafts, 18 East 15th Street, New York City. 





NEW TYPE OF AIR BRUSH MANUFACTURED 

The Paasche Air Brush Company, of Chicago, IIl., has 
just announced the improvement in the construction of their 
air brush, designed for use ‘by cardwriters and artists. 
They have pust come into possession of the secret of a better 
improved air brush, such as one woud hardly have thought 
possible to dhieve and are now making shipments to the 
trade. 

A complete description of this brush with the special 
offer is included in their advertisement on page 66 of this 
issue. Displaymen and cardwriters will find it exception- 
ally interesting. 





STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 

required by Act of Congress of August 24, 1912, of The Display World, 

published monthly at Cincinnati, Ohio, for October 1, 1925. 


Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Secretary of 
The Display World and that the following is, to the best of his know- 
ledge and belief, a true statement of the ownership, management, 
etc., of the aforesaid publication for the date shown in the above cap- 
tion, required by the Act of August 24, 1912, embodied in section 443, 
Postal Laws and Regulations, printed on the reverse side of this 
form, to-wit: 

1. That the names and addresses of the publisher, editor, managing 
editor, and business managers are: Publisher, The Display World 
Publishing Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Law- 
rence QO. Gordon, 1209 Sycamore St., Cincinnati, Ohio; managing 
editor, Lawrence O. Gordon, 1209 Sycamore St., Cincinnati, Ohio; busi- 
ness manager, Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio. 

2. That the owners are: H. C. Menefee, 1209 Sycamore St., Cincin- 
nati, Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; 
C. E. Menefee, Montgomery and Irving, Cincinnati, Ohio; Maude 
Menefee, 2018 Clarion Ave., Cincinnati, Ohio; Louis Silverblatt, Fifth 
and Race Sts., Cincinnati, Ohio; Stella Silverblatt, 3606 Michigan Ave., 
Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages or other securities are: (If there are none so state). 
There are no bondholders, mortgagees or security holders. 


4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
ior whom such trustee is acting, is given; also that the said two 
aragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association or corporation has any 
interest, direct or indirect, in the said stock, bonds, or other securi- 


ties than as so stated by him. 
NATHAN SILVERBLATT, 


(SEAL) 


Sworn to and subscribed before me this 25th day 
of September, 1925. FLORENCE E. WOOD. 


(My commission expires October 30, 1926.) 
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ANAGLYPTA 
Holiday Wreath 





Size of wreath 24 inches in diameter 


An excellent reproduction of 
Santa Claus in bold relief and per- 
fect detail. For window and interior 
displays this head is without equal. 


The wreath is furnished com- 
pletely mounted and finished in 
true holiday colors or unfinished. 
Can also be secured double faced 
for aisle displays or with head alone 
without the wreath. 

We suggest ordering early. to in- 
sure prompt delivery. 


PRICES 
Wreath and head finished in bronze effect.»........ $5.75 
Wreath and head in plain Anaglypta, complete.... 3.90 
Head without wreath, colorcd......................... 2.00 
Head without wreath, plain..... sonia oon bre wakiote Se eee 1.25 
Wreath without head, colored......................... 3.75 
Weredtee- Wrement ROGG DISiM. 2.22. 0). oes ek bees 2.65 


OUR SELF SERVICE MANUAL 


If you have not secured a copy of this 
treatise on attractive background sug- 
gestions, write for your copy now, as the 
edition is limited. 


Also Send for Samples of Christmas 
Display Papers 


The Murdison Company 
316 N. Michigan Boul., Chicago 


110 W. 40th St. 654814 Hollywood Blvd. 28 Wellington St., W. 
New York, N. Y. Los Angeles, Calif. Toronto, Canada 
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See what’s in it 
Just out! 
Today you have it! 


BRUSH CO. 
SCHE AIR 
PAASCE Eg, Ill 


a IPLE- 
MULT suits 


OKLAHOMA 
Well Pleased 
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new T just receiy 
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N 
WASHINGTON , 
Finds this Brush Superior 
a EXTRA HEAD 
init! THAT GOES 
WITH EVERY 
BRUSH 


June 29, 1925 


The secret of the artistic possi- 
bilities of the Paasche Air 
Brushes. 


Paasche has come into posses- 
sion of the secret of a better 
improved air brush such as you 
would hardly have thought 
possible to achieve. Improve- 
ments of inestimable import- 
ance. 


Unlike our previous successes 
that. have proved of enduring 
worth to the artist and de- 
signer, the “MULTIPLE- 
HEAD” Model M Air Brush 
has already been tremendously 
accepted as providing some- 
thing really worth while in 
improvements that for years 
was thought impossible. 


The Big Thing of the “Multi- 
plehead” is that it forever 
eliminates the aggravation of 
repairs and delays in service. 
A “Multiplehead” keeps on 
working, quicker in”* action. 
finer or wider spray. 


Paasche is supplanting, or we 
might say discarding, the old 
types of brushes with some- 
thing better. 


You can realize now how much 
more can be done in producing 


Art Work. 


We will send a “Multiplehead” 
Model M Air Brush to you on 
trial. Upon your decision it 
rests whether you retain it or 
return it. 


You incur no obligation. Read 


the coupon. 


PAASCHE AIR BRUSH COMPANY 
1902 Diversey Parkway, Chicago 


TEAR THIS OUT AND MAIL IT TO US! 


for same in full $26.50. 


the remittance. 


Name of Firm 


Post Office 








ee i 


PAASCHE AIR BRUSH CO., 
1902 Diversey Parkway, Chicago, III. 
Gentlemen: 
Please ship by mail to the address below ONE TYPE M PAASCHE 
“MULTIPLEHEAD” Air Brush, which I will be pleased to try for 
ten days. If found entirely satisfactory in that time, I agree to pay 


If the “MULTIPLEHEAD” Air Brush for 
any reason whatsoever is not entirely satisfactory to me, I will re- 
turn it and you will cancel the charge or refund the full amount of 
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Chicago Monthly Display Review 
(Continued from page 39) 

The goods shown in each of the more important 
windows were afternoon and evening gowns of the 
most elaborate kinds—two and three figures being 
used in a window with especial attention to the color 
unity of gowns selected for each trim, one of the 
windows showing three figures in evening gowns 
and wraps carried out in shades of fushia and green. 

Another window which seemed to attract con- 
siderable attention was trimmed with evening dresses 
and wraps in the following colors and materials: 
Three figures were used—the one in the center dis- 
played a gown of bright red sequins, red silk hose 
and red satin pumps with slight black bead design 
on the toes. The figure to the right of this and 
nearer the front displayed an evening costume of 
coral velvet, heavily trimmed with rhinestones; this 
figure also held a coral fan of ostrich feathers. The 
other figure at the left wore a white silk crepe dress 
with trimmings of white sequins and silver beads. 

The opening windows at Charles A. Stevens were 
simple in decorative treatment but made eloquent 
with the distinctive beauty of the various costumes 
and accoutrements displayed. 

In the island window, which was given over to 
the display of evening gowns, coats, hats and beau- 
tiful beaded opera bags, several models were used 
to display the gowns, each displaying a costume dif- 
ferent in design and color from the next, but so ar- 
ranged that each harmonized with others near it. 
Stevens’ are more or less famous for the chic styles 
of everything that is displayed in their windows, be- 
ing rather careful, it would seem, to avoid display- 
ing anything without some definite style distinction. 

The other windows in the arcade lobby were also 
indicative of the festive event and were trimmed 
somewhat more sparsely than is the rule with only 
the richest looking merchandise, millinery, lingerie, 
negligees, silks, pajamas, hosiery and shoes. In the 
latter window, a wide piece of melon-colored lace 
with design of silver was draped over an 18-inch 
seat covered with black satin, the ends of the lace 
being carried down to the floor, with nothing but 
the smartest type of evening slippers with jeweled 
buckles and heels being shown. 

The Boston Store had its opening displays early 
along with others. Their backgrounds, which have 
been of a semi-permanent nature, have been some- 
what transformed in appearance for the new season 
by the acquisition of some new brocade drapes, tapes- 
tries and Murdison plaques. Mr. McCormick does 
not have the same opportunity to produce strictly 
beautiful displays such as some of the other State 
Street displaymen have, due to the fact that the Bos- 
ton Store’s policy is one of “sales” most of the 
time, requiring printed window cards and price 
tickets to tie up with the advertising. Heavy trims 
are the rule, but these are well done. 
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Card Boards 
of 
** Distinétividuality’’ 


UMEROUS colors and delicate 

blends appropriate for every 
season, offered in three popular 
thicknesses. Samples free. 


“It’s in the Surface’’ 


UR creations in card board cut- 
outs and beveled edge window 
cards are sales producers. 
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National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Ave., Chicago, Ill. 
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“TRIDESCENT” 


SILK PLUSH 


| You’ve seen it, you’ve wanted it; here’s where 
you can get it, besides all other kinds of 
fabrics for your displays. 


WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 














The Fountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 
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Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 




















Advertise Your Wants in 
THE OPPORTUNITY EXCHANGE 























THE DISPLAY WORLD 


October, 1925 








Notes from the Display Service Field 














A novel display process which presents pictorial design 
and lettering by day and night equally as well, has been 
created by John Vassos, presoident and manager of the New 
York Display Service, New York City. This process is 
known as Poster-Lite and is only one of the display products 
manufactured and installed by this company. 

It slightly resembles stippled painting on glass but is 
done in an unusual way on a better medium. Poster-Lite is 
a new and very valuable idea in the world of commercial 
design but its chief value lies in the beauty, simplicity and 
originality of the design, as is the case of all products of 
“this kind, such as shadow boxes, stencil work, relief or cut- 
out posters, batik and a dozen other mediums. Even Poster- 
Lite can be a failure if the design is bad. 

“The evolution of advertising and commercial display in 
this country is an interesting study,” Mr. Vassos stated in 
telling of this new process. “There are so many unusual 
mediums now being used that the field of the display artist 
is almost unlimited. America leads the world in the beauty, 
originality and commercial value of its display advertising, 
and I believe the day will soon come when this art will be 
recognized as a serious expression of American genius. The 
constant demand for better work is interesting better de- 
signs, artists and letterers, and this work which has always 
been designated as a ‘trade’ is rapidly coming into the ranks 
of a ‘profession’.” 

The process is as follows: A piece of glass is taken from 
a thirty by forty inch frame and a piece of white paper the 
same size as the glass is cut for sketching the master design. 
A simple design—one of decided form and balance like the 
accompanying illustration—is the most effective. Colored 
paper, which corresponds with the colors to be used and 
which will not fade under a strong light, are used for fill- 
ing in. 

The plain white paper with the master design is pasted 
under the glass with transparent glue and the colored papers 
that have been cut to fit are pasted on the upper side of 
the glass, following the pattern until the poster is completed. 
The edges of the colored paper are allowed to lap over just 
a little. 

When the poster is finished and the désign completely 
dry, it is placed in its original frame. Frosted electric light 
bulbs of small candle power are properly placed inside the 
frame. When a proper and even distribution of light is 
secured the effect is amazing. The colors, brilliant and effec- 
tive by day, become even more brilliant and effective at 
night, by reason of their transparency. 

Very intricate Poster-Lites can be made by the use of a 
colored celluloid propeller, which revolves by the heat of the 
bulb, giving an effect of rolling clouds, falling water, fire, 
etc. The glass can be scraped and cleaned and can be used 
indefinitely. 





Samuel J. Hanick, manager of the window display service 
department of the Reuben H. Donnelley Corporation. of 
Philadelphia, Pa., reports that so far they have had a very 
successful window display year, made possible by their many 
friends, the national advertisers, who appreciate good 
service. 

Their contracts have increased to such an extent that-it 
has necessitated the increasing of the installation and office 
force, and at the present time this is one of the largest or- 
ganizations in the country. Arrangements are now under 


way with national advertisers for window display installa 
tion campaigns throughout the territory covered, the popu 
lation of which is more than five millions, including th: 
cities of Philadelphia, Baltimore, Washington, Atlantic City, 
and all of eastern Pennsylvania and southern New Jersey. 

One big feature of the service of this company is their 
exclusive merchandising service which is rendered with all 
display jobs, forming a complete link between manufac 
turer, jobber, dealer and consumer. 


The Window Display Service Company, of Rochester, 
N. Y., of which Roy S. Clark is manager, has extended its 
service to Syracuse and recently added a number of re- 
munerative contracts in that city to its already large list 
of clients. 


Hughes Advertising Service, Dallas, Texas, has just 
completed installation contracts for the Melba Manufactur- 
ing Company on Love Me powder, shaving cream and com- 
pact sets in all towns in north Texas. They recently pur- 
chased a new service truck and expect to do a land office 
business for the next few months. 


A. Watters is leaving the Ivory Garter Company, New 
Orleans, La., on November Ist to go into his own business 
with Walter Barrett under the firm name of Barrett & 
Watters, at Toronto, Canada. Store and window displays 
will be created for the Canadian trade. 

American firms desiring display, manufacturing and 
selling connections in Canada and the British Empire will 
profit by getting in touch with this capable and enterprising 
new firm. Their address until after November Ist will 
be in care of The DISPLAY WORLD. 


Riechers Display Service, Orville M. Riechers, manager, 
St. Louis, Mo., recognized as one of the outstanding display 
services of that section, reports that the number of new 
contracts received by them during the past few months 
greatly exceeds anything in the history of their organization. 
This is further proof of the recognition given the value of 
having displays installed by service companies. 


The Northwestern Sales Promotion Agency, Milwaukee, 
Wis., recently added a display department and is now pre- 
pared to handle installations for national advertisers in 
that vicinity. 

E. Van Harlingen, who for some time has conducted a 
very successful window display service at Sacramento, Cal., 
has added a branch at Stockton, Cal., and will cover some 
thirty-five cities and towns in a wide area surrounding the 
latter, service for national advertisers being Mr. Van Har- 
lingen’s specialty. 


C. E. Brown has opened a window display service cover- 
ing Beaumont, Oronge and Port Arthur, Texas, and Lake 
Charles, La. His new office will be conducted under the 
name of the Beaumont Distributing & Advertising Company. 
Mr. Brown for some time has been displayman for the Im- 
perial Shoe Store in Beaumont, and is considered a very com- 
petent artist in handling all lines of merchandise. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
















DALLAS.--- T. WORTH 


——_——__TEX 
PROSPERITY ZONE! 
Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 


Distributing. 
HUGHES ADVERTISING SERVICE 
205 N.Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 





THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 


Complete Window Display Service for National 
Advertisers in 


St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points. 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 








WINDOW DISPLAYS INSTALLED 


DALLAS—FT. WORTH 


and all the small towns within one hundred miles of Dallas. 
We feature a FREE PICK UP SERVICE. Write 


PARKER’S ADVERTISING SERVICE 
1201 So. Ervay Street, Dallas, Texas, 


for particulars in regard the service we are offering our clients. 
J. D. WILLIAMS DISPLAY SERVICE 
Brooks Building, Jackson and Franklin 
CHICAGO 
Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 
Manager, J. D. Williams 








JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 


BOSTON, MASS. 
and Vicinity 
EASTERN ‘WINDOW DISPLAY CO. 
537 Shawmut Ave., Boston, Mass. : 
Guaranteed Window Display Service and Distribution 
for National Advertisers 


Associate of Window Display Installation Bureau 








PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 
A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 


ness Bureau. = 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 








Send 
for 
the 
Art-Idea 
VISUALIZATION Folder 


Putting Ideas into Picture Form” 
METROPOLITAN TOWER, N. ¥Y 


DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 


QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 


A. S. FELDER 
24 Years Originating and Featuring Displays 
WINNER OF 50 PRIZES 


New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 


256 West Mth Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA 


Council Bluffs, Iowa, and Vicinity. 


A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 


OMAHA DISPLAY SERVICE 
511 North 26th St. Omaha, Neb. 


CINCINNATI 


Dayton Springfield Louisville 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 
WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 


WORSINGER WINDOW SERVICE 

110 West 40th Street, World Tower Bldg., New York City 
Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month, 
15 new assorted photos, giving brief description. 

Special Photo Service for Local and National Advertisers. 

















Everything for Your 


CHRISTMAS WINDOW DISPLAYS 
Artificial Flowers, Fancy Papers, Backgrounds, 
Velours, Fixtures, Price Tickets, etc. 
ART WINDOW DISPLAY CO., 


130 West Broadway (corner Duane Street) 
New York City 





BUSINESS IS GOOD IN THE 
DISPLAY SERVICE FIELD 
ae 
More national advertisers are using window 
display installations than ever before. 
a 
Consult this list for the names of reliable dis- 
play service firms capable of properly executing 


window display contracts for the national adver- 
tiser. 
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Newspaper Merchandise Cooperation 


Operation of a newspaper merchandising service department and its 
value to display campaign given in W’, D, A. A. convention address 


By S. V. HORTON 


Manager, Merchandising Service Dept., Chicago American, Chicago, IIl. 


N discussing the subject of newspaper mer- 
chandising cooperation, I am not only 
going to explain how the Chicago Evening 
American operates, but I also will en- 

deavor to point out policies that are more or less general 
with metropolitan newspapers. 

~ A merchandising service department, in order to be 
successful, must be of service both to its advertisers 
and to the retail trade. It benefits the advertiser in that 
it is an aid in securing distribution. On products that 
already have a distribution, we secure tie-ups from the 
retailers, which the product is sold, to the campaign 
that is appearing in the newspapers. The department 
benefits the retail trade in that they are constantly in- 
formed of campaigns on products they already have in 
stock, and are also advised as to the nature and adver- 
tising back of the new items. Owing to the variety of 
products merchandised, we must, of necessity, adapt 
ourselves to the specific needs of each account. 

At the time newspapers have three methods of 
basing merchandising service. The first group is com- 
posed of a very few papers which, in order to secure 
advertising lineage, will practically give any amount of 
merchandising cooperation. As a matter of fact, their 
merchandising department is advanced as the main 
reason for using their paper, and they have no standard 
basis of service. This policy invariably results in dis- 
aster for the manufacturer, because the primary reason 
for his choosing a certain medium should not be to 
obtain quantities of merchandising service, but rather 
to arouse consumer interest in his product. 

The merchandising department is concerned pri- 
marily with distribution problems. In order that a 
campaign may be successful the problems of distribu- 
tion, as well as consumer interest, have to be solved. A 
paper, therefore, should be chosen, first, because of its 
reader audience and the responsiveness of that audience 
as reflected in movement of merchandise from dealers’ 
shelves. 

The second method of basing merchandising service 
is employed successfully by a large number of news- 
papers today. For example, a paper in this group which 
receives a contract for 2,000 lines of advertising will 
call upon 200 dealers; for 5,000 lines of advertising 
they will call upon 500 dealers. 

The third method is one that is employed by our 
paper. The Evening American will not render mer- 
chandising service to any advertiser unless we have 
their assurance that they will run a minimum of 5,000 


er 


lines of space to be used within a period of one year’s 
time. We require at least 5,000 lines, because we do 
not feel that we can afford to jeopardize our standing 
with the retail trade in calling upon them in behalf of 
products which are not sufficiently backed with adver- 
tising to create enough consumer interest to move them 
from the dealers’ windows. 

For 5,000 lines of advertising on a non-cancelable 
basis, the Evening American will allow the advertiser 
the service of one of our field men for thirty days (two 
for fifteen days) to contact the retail trade in behalf 
of his product. These field men will either contact the 
trade prior to the campaign, during the campaign or 
after the campaign, either alone or with salesmen. The 
most effective time to contact the trade naturally de- 
pends upon the nature of the product and the purpose 
of the advertising. 

Four different types of service are rendered by our 
department, namely, data service, posting service, sur- 
vey service and dealer contact service. 

Data service consists of furnishing advertisers with 
facts concerning the Chicago market, route lists, maps, 
etc. We have arbitrarily divided Chicago into twenty- 
one districts, excluding the loop. The divisions were 
made according to trading centers and different types 
of people residing therein. 

Locations of retail stores are kept on addressograph 
plates, so we are enabled to constantly keep our lists 
up to date by correcting them daily. These outlets are 
grouped and routed to coincide with our divisions of 
the city. Thus salesmen can work certain sections of 
the city and cover a maximum amount of territory most 
efficiently and without conflicting with each other. 

Posting service consists of our field men placing 
proofs of advertisements upon dealers’ store front win- 
dows or doors, and at the same time checking the dis- 
tribution of the product we are working on. For ex- 
ample, we have been running a full page schedule on 
Dutch Master Cigars. The day prior to a full page 
advertisement, we will place proofs of the advertise- 
ment upon doors and windows of cigar outlets located 
in various sections of Chicago. This definitely and tan- 
gibly ties up the retail outlet with the advertising ap- 
pearing in the newspapers. 

Survey service is more or less self-explanatory. 
However, in making surveys I would like to mention a 
few points that we have learned from experience. A 
survey, to be of any value at all, must not only be 
accurate, but also representative in nature. It is, there- 
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fore, essential that calls be made in every district of 
the city and upon outlets of all types. 

In making up a questionnaire to be used on products 
distributed through the grocery and drug trade there 
is a tendency on the part of the manfacturer and adver- 
tising agencies to make it too involved. It is, of course, 
desirable to obtain as much information as possible, 
but technical information, percentage of sales, etc., 
should not be attempted, because a. questionnaire con- 
structed along these lines presupposes on the part of 
the retailer a knowledge that he does not have. It is 
not difficut to obtain answers to any type of question- 
naire, but for accurate results a survey should consist 
of questions of a very simple,-yet definite, nature. 

When rendering dealer contact service our field men 
are equipped with portfolios containing proofs of ad- 
vertisements to appear and a letter acknowledging the 
fact that we have received a non-cancelable contract for 
advertising. The owners of the stores through which 
the product is sold are contacted by our field men, who 
go over the entire campaign with the dealer and sell 
him on the benefits that will accrue to him if he will tie 
up with the campaign. 

The dealer is urged to place the advertised product 
in his window and on his counters. Portable display 
material, such as streamers, counter cards, easels, etc., 
are placed in advantageous places, providing that the 
article is stocked. If the product is not stocked the 
dealer is made to realize the power of the campaign as 
a mover of merchandise, and the fact that in order to 
hold his customers he must, of necessity, anticipate and 
supply their wants. 

The matter of window displays is a most important 
one, and the Evening American merchandising service 
department, in connection with dealer contact service, 
will obtain dealers’ signatures to requisitions for win- 
dow displays, which are then sent to the manufacturer. 
The manufacturer‘ receiving these requisitions sends one 
to each dealer, who, in turn, is supposed to install it 
himself. This method of obtaining window displays is 
not very satisfactory, because a great percentage of 
dealers have not the time or the inclination to place it 
in their windows when it is received. However, manu- 
facturers who sell their merchandise on the agency plan 
have been successful in securing window displays by 
simply mailing them to their dealers. 

A window display is, without question, one of the 
most valuable and tangible forms of tie-up advertising. 
It, therefore, follows'that benefits accruing from win- 
dow displays are in proportion to the attractiveness of 
the display itself. It is more economical in the long 
run for manufacturers whose products have an exten- 
sive distribution to either employ men to do nothing 
else but install window displays, or to place this impor- 
tant matter in the hands of some window display com- 
pany. An attractive window display not only sells 
merchandise, but it also builds prestige for both the 
manufacturer and the dealer. 


THE DISPLAY WORLD 




















We’ve Produced a New 


FLORCLOTH 


Which has all the colorings of Fall in it. 
$1.50 per yard; 36 inches wide. 
Samples on Request. 


WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 














For Windows and Backgrounds 


Use Silk Plushes, Velours, Felts, 
Cretonnes, Tapestries and Sunfast 
. Draperies 
Write for Samples and Prices 
F. A. RAUCH & CO. 


Since 1882 
410 South Market Street Chicago, Illinois 
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FOR YOUR CONVENIENCE 

The DISPLAY WORLD maintains a Service and In- 
formation Bureau for the assistance of all engaged in 
display work, which will be glad to furnish you with 
the latest authentic information about anything in the 
display line in which you are interested. 

AVAIL YOURSELF OF OUR INCOMPARABLE 
SERVICE FACILITIES WITHOUT COST OR 
OBLIGATION. 

The Service and Information Bureau 
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Successful Convention Held On Coast 


Three hundred displaymen attend second annual meeting Pacific Coast 
Association of Display Men at Portland—New officers are elected 
By HERBERT CUTHBERT 


Manager, Publicity Department, Chamber of Commerce, Portland, Oregon 


UCCESSFUL irom every standpoint, the 

second annual convention of the Pacific 

Coast Association of Display Men, held 

at the Multnomah Hotel, September 28, 
29 and 30, proved a most remarkable gathering. It 
was the culmination of sincere effort on the part of 
the local committee and association officers, and will 
result in the entire northwest feeling the influence of 
this great organization. 

A program varied by addresses by prominent 
speakers on the technique of artistic arrangement and 
actual demonstrations of window decoration was of- 
fered to more than 300 displaymen and department 
heads from the leading retail stores on the Pacific 
Coast. : 

James A. Wilson, display manager of Cheasty’s, 
Inc., Seattle, Wash., was elected president for the com- 
ing year. Mr. Wilson is president of the Seattle 
Display Club and has long been active in the associa- 
tion’s work, being responsible for a large percentage 


of growth the profession has experienced in the Pa- . 


cific Northwest. 

Other officers elected were: A. O. Hewitt, Ben 
Snelling Company, Portland, Ore., first vice-presi- 
dent; Bert A. Smyser, The Stone-Fisher Company, 
Tacoma, Wash., second vice-president; J. Walter 
Johnson, Powers Furniture Company, Portland, Ore., 
third vice-president, and Henry Stolton, White House 
Store, Seattle, Wash., secretary-treasurer. 

Members of the Executive Committee are: Karl 
Amdahl, Palace Department Store, Spokane, Wash., 
and the retiring president of the association, chair- 
man; L. A. McMullen, Eastern Outfitting Company, 
Portland, Ore.; Ralph G. Hamer, Desmond’s, Los 
Angeles, Cal.; Newell M. Spratt, Hudson Bay Com- 
pany, Victoria, B. C.; W. R. Wilder, Phelps-Dodge 
Mercantile Company, Douglas, Ariz.; H. B. Kelly, 
Ditter Bros., Yakima, Wash., and D. P. Smith, Kahn’s, 
Oakland, Cal. 

Seattle won the vote as the convention city for 
1926 through a clever stunt arranged by the Seattle 
Club, which forcibly brought to the attention of the 
members present the cooperation that the entire city 
would give in the entertainment of the meeting. Los 
Angeles and San Francisco made bids for the conven- 
tion, but were so surprised by the force exhibited by 
Seattle that they quickly withdrew. 

The convention was called to order by President 
Karl Amdahl. The invocation was delivered by Rev. 


Charles M. McCaughey, pastor of the Centenary- 
Wilbur Methodist Episcopal Church, and Frank 
Grant, city attorney, delivered the address of wel- 
come, which was responded to by James A. Wilson, 
of Seattle. 

At the opening of the afternoon session Jack 
Cameron, Oinaha, Neb., retiring president of the In- 
ternational Association of Display Men, delivered an 
address, “Winning Women With Window Displays.” 
Late in the afternoon the convention was enter- 
tained by a surprise feature stunt put on by the dis- 
playmen of Spokane, which turned out to be a bit of 
horse-play with a man, who smoked and yelled when 
struck with a pin, posing as a wax model. 

The convention devoted most of the day to ob- 
serving actual demonstrations in display work done 
in three huge windows, which were installed in the 
assembly room. At the morning session a non-com- 
petitive demonstration in trimming novelty windows 
was staged by Bert A. Smyser, Stone-Fisher Com- 
pany, Tacoma; J. Adrian Smith, Frederick & Nel- 
son, Seattle, and H. B. Kelly, Ditter Brothers, Ya- 
kima, Wash. 

The feature of the day was the competitive demon- 
stration in the display of hosiery. First prize was won 
by William Scharinghausen, Bon Marche, Seattle; 
second prize by S. S. Clare, Eastern Outfitting Com- 
pany, Seattle, and third prize by George Stevens, Spo- 
kane, Wash. 

A banquet and cabaret affair furnished by the 
exhibiting manufacturers was enjoyed by the attending 
delegates the first evening of the meeting. Desmond 
Taylor, of the Portland Knitting Company, presided, 
and an orchestra of the local displaymen’s club fur- 
nished the music. 

Although the trip over the famous Columbia High- 
way on the second day was postponed on account of 
rain, the delegates had a busy day. In the morning they 
witnessed competitive demonstrations of window trim- 
ming and in the afternoon heard George A. Phillips, 
president of the Palace Store Company, Spokane, 
Wash., speak on “The Fruits of Accomplishment,” and 
at the night session there were other competitive dem- 
onstrations. 

In the competitive demonstration of men’s clothing 
at the afternoon meeting three prizes were awarded. 
William Smith, of the Tailored Ready Company, 
Seattle, was first; John Flotten, of Desmond’s, Los 
Angeles, second, and Edgar Lesgaard, Spring, Inc., 
San Jose, Calif., third. 
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Winners in the women’s ready to wear displays: 
M. O. Evanson, J. B. Wahl Company, Bellingham, 
Wash., was first; Glenn Waugh, Davenport Sport 
Shop, Spokane, second, and Adrian Selsman, Wolf’s, 
Aberdeen, Wash., third. Bert A. Smyser, Stone Fisher 
Company, Seattle, won a $50 award by the Jantzen 
Company, of Portland, for the best display of their 
swimming suits. A. W. Klatt, Vogue Millinery Co., 
Spokane, was second, and F. J. Elsaesser, Buffum’s, 
Long Beach, Calif., third. 


George A. Phillips, in his address, defined accom- 
plishment as something done, a finished thing or prod- 
uct, and stressed the belief that success was possible 
anywhere, in city or hamlet. He dealt with three kinds 
of success. The first was the “loud talking” type of 
success, typified in the man who wanted the world to 
know of his ability and so told everybody about it, 
rather than demonstrating it. 

The second was typified in the man who wailed of 
conditions at present, telling of the wonderful things 
he had done as a young man. The third type, Mr. 
Phillips declared, was a happy medium, a wholesome 
success, in which a man reached ever upward, going 
forward constantly and on the job wherever he was. 

Requisites for success, he said, were industry— 
there was no such animal as overwork, he said—honor, 
self-respect and respect for others, experience and 
originality. He spoke of the’need for good reading, 
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Left and Right Sections of Photograph of Members Attending Second Convention of P. C. A. D. M. in Portland, Ore. 








and gave a suggested list, including Proverbs and other 
inspirational works. He stressed the need for edu- 
cating store owners in the value of window display, as 
a selling medium. 

The last day of the convention was devoted almost 
entirely to demonstrations, both competitive and non- 
competitive. Winners of these were announced as 
follows: In the display of drapery for the home, first 
place was awarded to Ralph D. Pfiester, Grote Rankin 
Co., Seattle; second, Victor M. Lamce, of Chambers 
Fisher, Bozeman, Mont.; third, C. Y. Hawver, of Tull 


_& Gibbs, Spokane. The live model draping contest tied 


between Mrs. Olave Ralph, Roberts Bros., Portland; 
Dave Starr, Palmenberg’s Sons, San Francisco, and 
L. J. Bell, of Hamilton’s, Albany, Ore. 

In men’s furnishings first went to Victor E. Linden, 
of R. J. Hurd & Co.,,Spokane; second, C. H. Fogel- 
quist, of Fogelquist Clothing Co., Spokane, and third, 
B. A. Newman, of Blaine Clothing Co., Albany, Ore. 

A banquet and dance closed the convention with 
about 400 members and guests in attendance. The 
Portland Display Club orchestra, in new polo uni- 
forms for the occasion, furnished the music. Awards 
to winners on the various competitions were made 
at this time. It was announced that the Oregon City 
Woolen Mills will give $100 cash award for the best 
display of their merchandise at the convention to be 
held in Seattle next year. 
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Doings Among Displaymen Everywhere 











Carl F. Goettman, director of displays, Joseph Horne 
Company, Pittsburgh, Pa., joined in the city-wide celebration 
of the winning of the National Baseball League pennant for 
1925 by the Pittsburgh Pirates by devoting 20 of his principal 
windows to a display of enlarged photographs of the players. 
Photographs of the Pittsburgh champions of 1909 and the 
pennant won by the team that year, together with a number 
of loving cups presented to the players were also included. 

easictees 

Guy Smock, for ten years display manager Joyce Pruit 
Co., Roswell, N. Mex., is now letterer and colorist in the 
Department of Agriculture, Washington, D. C. 


H. Frankenthal, display manager B. Altman & Co., has 
returned from a two-months’ trip abroad. Although the trip 
was for pleasure rather than business he found time to at- 
tend the Paris Exposition and to visit many shops in France 
and Germany. 

“The specialty shops in Paris, Boulogne and Frankfurt 
are very fine,” he reports, “but when you come to dry goods, 
those cities are not in it with New York in their ability to 
display goods. The big houses, both in Germany and France, 
are too crowded, too full of goods.” 


B. C. Hampton, director of displays for the Bedell chain 
of department stores and actively in charge of the display 
department ef the large Chicago store, was recently in Port- 
land, Oregon, making ‘final arrangements for opening the 
new store in that city. He superintended the placing of all 
interior fixtures and the installation of the opening displays. 


Raymond Tallon has been made assistant to J. C. Chase, 
display manager, James McCreery & Co., New York City. 


Eugene deRezske, formerly with several advertising agen- 
cies, has been added to the merchandising staff of Russeks- 
Fifth Avenue, New York City, as assistant to the general 
merchandise manager. 


Ellsworth H. Bates, for several years display manager 
W. H. Roland & Co., Bloomington, IIl., and one of the out- 
standing figures in modern display practices has been ap- 
pointed director of the display department Block &-Khul Co., 
Peoria, III. 
number of years has resigned to enter the retail business for 
himself in Kansas City, Mo. 


—+———— 


W. M. McLeod, for the past two years display manager 
of the McMahon-Diehl department store, Huntington, W. 
Va., has been appointed advertising manager in addition to 
his present duties to succeed C. O. McDaniel, resigned. 


George S. Robinson, formerly advertising manager of 
Oppenheim, Collins & Co., Buffalo, N. Y., and for several 
years display manager of the store, has resigned to become 
associated with a Florida land company. He served one 
term as president of the Buffalo Association of Display Men. 


Edward Munn, display manager, Franklin Simon Com- 
pany, New York City, who is president of the Metropolitan 
Display Men’s Club, is working on the fall and winter pro- 
gram of the club and has announced that it is planned to 
have some person of prominence speak at each meeting, so 


J. H. Everetts who has held the position for a . 


far as possible. A special meeting will probably be arranged 
for October 16 for the purpose of listening to H. Ederick 
Coombes, display manager for John Barker & Co., Kensing- 
ton, London, who is now making an extensive tour of Can- 
ada and America. 

The first regular meeting of the club after the suspension 
of meetings during July and August was held September 29, 
at the President Hotel. It was of general reorganization 
nature and for the transaction of necessary business. 


J. H. E/iff, display manager A. Livingston Co., Blooming- 
ton, Ill., has resigned. He has not announced his plans for 
the future. 


Fred Stoll has been appointed display manager of Wm. 
Cosel Company, a new men’s wear store, which has just 
opened in the Mahoning Bank Building, Youngstown, O. 


In the recent national congoleum display contest E. W. 
Gray, display manager of "The Jones Store, Kansas City, 
was winner of the first prize, a Packard motor car. Three 
windows were devoted to the display. 


M. R. O’Connell, for the past four years advertising 
manager of the C. F. Hovey Company, Boston, Mass., has 
been appointed director of the display and advertising de- 
partments of the Gilchrist Company, of Boston. 

vale 

R. E. Jones, display manager of Gimbel Brothers, New 
York City, has just returned from, a two weeks’ vacation 
trip in Maine. “Fishing is so fine up there,” he reports, 
“that I wished for a schedule of twelve months of it in- 
stead of two weeks.” 


Paul Hornung, display manager of Lord & Taylor, 
New York City, has returned from a month’s tour of France 
and other continental countries. A large portion of the 
time was spent in Paris attending the exhibitions of deco- 
rative art and looking through the stores and shops for 
new display ideas. During his absence, Van Eckhardt, as- 
sistant display manager, was in charge. 


J. H. Hilton, display manager for Ritter & Meyer, 
Youngstown, Ohio, has been appointed to handle the dis- 
plays for Harry Grossman, Inc., a new ready-to-wear store 
for women, in addition to his other duties. 


Sam Goins, formerly display manager of M. M. Cohn 
Company, Little Rock, Ark., has been appointed display 
manager for Lowenstein’s, Memphis, Tenn. 


The recent warm months have in no way lessened the 
activity of the Memphis Display Men’s Club, of Memphis, 
Tenn. Picnics, moonlight boat rides and similar attrac- 
tions have been indulged in by the members and their 
guests twice a month since the first week in June. 

One of the most enjoyable of these occasions was 4a 
moonlight picnic held at Riverside Park, which overlooks 
one of the most beautiful sections of the Mississippi River. 
Barbecue (old southern style) with all the trimmings and 
iced watermelon was served. Dancing was enjoyed until a 
late hour. 

This organization recently declared their intention of 
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bidding for the 1927 convention of the I. A. D. M. at the 
meeting to be held in Chicago next June. It is a live asso- 
ciation and would leave nothing undone in the way of 
entertainment. 





W. F. Wehner, for the last three years associated with 
Saks’ Herald Square, New York City, and previously to 
this with the Brill Brothers, of New York City, for a period 
of nine years, has been appointed display manager of 
Hecht & Company, Washington, D. C. 





Jack Cameron, display manager, Harris-Emery Company, 
Des Moines, Iowa, has returned from an extended tour of 
the Pacific Northwest. He represented the I. A. D. M., of 
which he is the retiring president, at the second annual con- 
vention of the Pacific Coast Association of Display Men held 
September 28-30 in Portland, and delivered the feature ad- 
dress of the afternoon session of the opening day. 





Al Halverson, display manager, Oak Hall Gents’ Fur- 
nishing Store, Memphis, Tenn., is to be congratulated upon 
the manner in which he handied the opening windows for 
his new store. Both interior and windows are surpassed by 
none in the entire South. Mr. Halverson is vice-president 
of the Memphis Display Men’s Club. 





Frank J. Riley, formerly displayman with the Heinz 
Store, Herzog’s Specialty Shop and the Finley Company, 
of Scranton, Pa., has opened a display service in that city 
and has established his offices at 311 Spruce Street. He 
will specialize on the installation of window displays for 
national advertisers and wll cover a range of territory 
surrounding Scrariton. 





Window Night Draws Huge Crowd 


Displays presented this season far surpassed 
anything before offered in Altoona, Pa. 


HE merchants of Altoona, Pa., believe in combined 

season openings and the crowd that witnessed the fall 
style show on the evening of September 15 gave ample 
proof that their belief is well founded. 


A heavy downpour of rain fell until almost six o'clock 
on the evening of the event, but just as the first windows 
were being unveiled the rain ceased and by seven o’clock 
Eleventh Avenue, the city’s main thoroughfare, was thronged 
with men, women and children eager to see fashion’s latest 
revelment for the fall of 1925. 


None of the stores were open, the display windows being 
used exclusively for the presentation of new merchandise. 
No prizes were offered for the most attractive displays, but 
a puzzle contest was conducted by the Altoona Booster 
Association, a number being displayed in each member’s 
window. 

The consensus of opinion was that the displays of this 
Season were by far the best in the city’s history. Every 
show window, from the smallest shop to the largest store, 
not only displayed styles, but gave clear evidence of much 
thought and planning in the arrangement of merchandise 
and background treatment. 

For many seasons Altoona has staged community style 
Shows with great success. There is power in concentration, 
and with every merchant making his “seasonal flash” at the 
Same time, the public can not help but note the importance of 
the new season. 
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| 36-Inch 


RAY VELOR 


A Semi-Plush, Semi-Velour with a 
Very Glossy Sheen 


A Silk Velour Effect at the Price of Plush. 


Samples Gladly Sent, Together With Name of 
Nearest Distributor. 


WINDOTRIM FABRICS, Inc. 
17 MADISON AVE. - 
NEW YORK 
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GOOD DISPLAY MEN KNOW 


the finest finishing touches are put on with THE 
WOLD AIR BRUSH. 






Send for catalog of this “AIR 
BRUSH WITH THE GOOD REPU- 
TATION.” 


The Wold Air Brush Mfg. Co. 


2173 N. California Avenue Chicago, Illinois. 














CHRISTMAS SHOW CARD 
Blanks Now Ready—Beautiful Design—Rich Colors 
WRITE FOR COLORED SAMPLE SHEET 
Our Prices Will Save You Money 


DICK BLICK CO., Galesburg, Ill. 





LETTERING 
Tae eomeve wee 
Ahayer 2731: 223 Lexington Ave. ve. NY. 


XMAS CUT-OUTS 


Large Assortment, Embossed, Beautiful Colorings, Gummed, 
Ready to Use—Santa Claus Heads and Full Figures, Holly 
Sprays, Poinsettias—All sizes from 1 inch to 10 inches. 
Send $1.00 for Large Sample Assortment (Full Value.) 


W. B. YOUNG & CO. 


160 NORTH WELLS ST. CHICAGO, ILL. 


Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


ete. Manufactured by For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 

















For Plates 








Keep up with the latest Professional 
and Amateur 


THEATRICAL DISPLAYS 
Write 


Drama League of America. 


59 East Van Buren St., Chicago Illinois 
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Life Insurance of Retail Business 


Good window displays are declared as necessary to protection of store 
against failure as fire insurance in address at W. D. A. A. convention 


By DAVID MEYER 
Superintendent of Windows, United Cigar Stores Company, Chicago, Il. 


F you carry life insurance or fire insurance, 
you know its value—it protects you and 
safeguards your famlly—it insures your 
life and your belongings. There is a feel- 

ing of hope and security as you make each payment, 
you are well satisfied, you are filled with assurance 
of ease and satisfaction, for you know your insur- 
ance pays the best dividends. 

Windows in the same sense are the life insurance 
of business; they protect and safeguard sales, they 
insure the lasting friendship of old and new cus- 
tomers alike. 

Window trimming is still like composition of mer- 
chandise. Next to the word of mouth salesmanship, 
window display is -undoubtedly the strongest and 
most effective method of selling. First, because it 
displays the article to be sold—shows the possible 
purchaser just what it looks like and what it is— 
and second, because, after seeing it, the least pos- 
sible amount of effort on the part of the intending 
purchaser is necessary to purchase the article. 

Being so strong an advertising and selling method, 
it is a regrettable fact that the possibilities of win- 
dow display are so often neglected or overlooked. 
Inasmuch as the purpose of a window display is to 
show to the intended purchaser the goods to be sold, 
it is certainly only logical to feature the article just 
as strongly as can be done. Everything else should 
be subordinated to an effort to place the article 
prominently before the purchaser. 

‘It is often a fault of window trimmers to try for 
gorgeous decorative and highly colored effects; 
which more often than not detract from the article 
to be displayed rather than add to the effectiveness 
of the display. I have often seen well-trimmed win- 
dows which were commercially valueless because of 
such decorations. 

In the construction of windows for the United 
Cigar Stores Company, nothing is used but the goods 
themselves and cards bearing a few words of de- 
scription and prices. We make it a point to care- 
fully avoid highly colored decorative material of any 
kind, and, as far as possible, we endeavor to group 
the material to be displayed so that each group shall 
be one of one class. 

Very often the mistake is made by the trimmer 
in crowding many goods of different kinds into his 
display, and in some cases, while this may look satis- 
factory as a whole, the window loses selling power 
for any one of the articles it contains. We also 


find it advisable to build our window displays of the 
same grade of merchandise. A display composed of 
very cheap goods and high-priced merchandise is 
likely to be ineffective, for the reason that one will 
offset the attention-value of the other. 

It goes without saying that when a merchant is 
a user of advertising space in his local newspapers 
or even in magazines of general circulation, his win- 
dow displays should be constructed to feature the 
goods being advertised in the periodicals. 

It may be said that all selling endeavor is adver- 
tising, atid all advertising by the same token is sell- 
ing. There is no better form of either, except by 
word of mouth. As I have said before, next to the 
character of advertising and selling, comes the win- 
dow display, and no other methods than these would 
be necessary for the success of any merchant were it 
not that his window display can only appeal to the 
people who pass his windows. For that reason, he 
must use a circulating medium like newspapers and 
magazines in order to bring the people to his store, 
where, if they have not already been convinced by 
his printed advertising, their impressions will be 
strengthened and perhaps they will be entirely con- 
vinced by his window displays. 

Window displays form but one part in the selling 
scheme of any merchant, but without doubt a most 
important part, and they should, for that reason, be 
given much thought and consideration as the employ- 
ment of salesmen or the consideration of printed 
advertisements. 

The lighting of show windows can make or mar 
an effective display. The ideal window lighting 
scheme conceals the lights themselves, which can be 
so arranged as to reflect entirely upon the goods 
shown. , 

The form of window display which, in my 
opinion, more closely approaches the ideal, is that 
which shows the article in actual use. In some busi- 
ness, our own included, this. is not practical, but in 
many it is easily possible, and without doubt carries 
great force. The display of a piece of dress goods 
in a department store window arranged on a form 
so that a woman can, at a glance, note the effect on 
the cloth when made into a dress, can not be bettered 
as a method of attracting and really selling the goods. 
So it is with shoes, hats, stockings, and, I am reason- 
ably sure, the majority of articles bought and used 
by the public. 

The business of window trimming has made 
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many long strides in the past ten years and today it 
comes as close to being an art as anything can in the 
commercial field. A window trimmer must combine 
. good knowledge of merchandising with a proper 
conception of artistic effect, both as to arrangement 
ind color scheme. In no case, however, should the 
attainment of an artistic window be more desired 
‘han a strong selling effect. 

A window display is properly not a decoration, 
ior an Ornament to any store, but is an effort to sell, 
and the idea to be borne constantly in mind is, Will 
it attract the attention of the people—will it interest 
them—will it make them buy? 

Timeliness is a feature of window display upon 
which it is perhaps unnecessary to dwell, yét I have 
noticed windows displaying articles that were almost 
as much out of date as overcoats in July. 

Were I to lay down any rule for window trim- 
iners, I should say, Bear in mind that no matter what 
kind of display vou intend to make after it is com- 
pleted, the goods themselves should dominate the 
windows, not the decorations or the background. 

The United Cigar Stores Company have recog- 
nized the selling powers of windows from the very 
start and have bent every effort to make each win- 
dow a sales window, and right now we are devoting 
more effort than ever before for the development and 
improvement of our windows. If business is not 
what it should be in any particular section of the 
country, ourtefirst line of defense is better windows, 
and this hardly ever fails to bring the desired results. 

To give you an idea how we value windows only 
recently an official of our company expressed that, 
in his opinion, the store rented by us for $10,000 per 
year meant that we were paying $7,000 per year 
rent for the windows and only $3,000 a year for the 
entire balance of the store. 

Window trimming to me with the United Cigar 
Stores Company seems almost like a romance. I 
recall away back when our entire window trimming 
department consistd of only one trimmer. This trim- 
mer visited all of the United Stores in company with 
a show card writer who made such cards as were 
required. Today we employ approximately 200 win- 
dow trimmers, a considerable force of cardwriters, 
and, in addition, we operate quite a_ lithographic 
establishment which became necessary quite some 
time ago to produce the thousands of cards and pos- 
ters that are required at short notice. 





INTERESTING BROADSIDE ISSUED 
In a very attractive broadside just issued by H. H. Gug- 
ler, 111 N. Washington Street, Chicago, Ill., which is one 
of a series exploiting the work done by this person in the 
way of creating window and store displays, he says: 
“When a man gets into trouble the Frenchman has a 
Saying, ‘Find the Woman.’ When there are signs and cut- 
outs to be devised for a critical purpose, Lennon & Mitchell, 
ot New York, offer the ideal solution, ‘Find the Man.’ ” 
Mr. Gugler is advertising himself as “the man for 
creating displays, color work and pictorial advertising.” 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 
ested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have 
the information you want on file, we'll find out for 
you. Avail yourself of our incomparable service 
facilities without cost or obligation. This service in- 
cludes an analysis of any display problem. 


[] Air Brushes [] Papier Mache 

(} Animated Signs Specialties 

_] Artificial Flowers (J Plastic and Composi- 
J Artificial Snow tion Pieces 

_) Art Screens (J Plushes and Velours 
L) Art Studies ] Price Cards—Tickets 
[] Backgrounds (] Price Ticket Holders 
(] Background Coverings J Reflectors __ 

1) Books on Cardwriting J) Revolving Display 

[] Books on Display Tables 

[) Books on Draping 1 Screens (Background) 
[] Booths and Floats 1) Shoes—Window 

(] Brushes and Pens (0 Show Cards 

(_] Cabinets—Revolving |] Show Card Schools 
[) Card & Mat Board _] Show Card Service 
(] Cardwriters’ Materials (J Show Card Supplies 
[1] Cash Carriers [] Show Cases 

_] Chairs and Seats [] Show Case Lighting 
C] Color Lighting 1] Signs—Card Holders 
() Counters and Shelving J) Signs—Brass and 

[] Crepe Papers Bronze 

_] Decorative Papers (] Signs—Electric 

_] Decalcomania L] Signs—Wood Letter 
{) Display Furniture CL] Stencil Outfits 

(] Display Forms CL) Stock Posters 

(] Display Racks [] Store Designing 

L) Dividers—Show L] Store Fronts 


Window L] Time Switches 
(1 Drawings and (] Valances 
Paintings (_] Wall Board 


[1] Wax Forms—Figures 

[] Wickerware 
Specialties 

CL] Window Displays 

[J Window Display 
Service 


1] Drawing Boards 

_] Exhibit Displays 

[] Fabrics and Trimmings 
_] Fixtures 

_] Flags and Banners 
_] Hammers—Window 





[] Window Drapes 
_] Window Lighting 
. Window Shades 
[] Window Trimming | 
” | 


[] Lamp Coloring 

_] Lighting—Equipment 
{] Lithographed Displays 
_] Natural Foliage 

(_] Pageants and Exhibits Schools | 

{] Plaques (Window) [J Wood Carvings 


[] Do You Wish a Copy of Their Catalog? 
_] Do You Plan to Remodel Your Store Soon? 
CJ De You Plan to Build a Store Soon? 


MAIL TO 


The DISPLAY WORLD 

















CINCINNATI, OHIO 
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LOOK TO 
YOUR 
SHOW CARDS ® 


Read SIGNS OF THE TIMES every month 
for latest ideas and inspiration on show card 
advertising. 


The October issue carries among others the follow- 

ing exclusive features: 

Letters Are Still Being Made by Hand as They Were 
in Days of Old. By George F. Zealand. 

Eccentricities of Jack Hector’s Art Brings Customers 
Back for More. By R. E. Brenner. 

Gothic or Block Letter is One of the Most Useful to 
Commercial Designers. By Louis F. Bense. 

vy Sale Signs Painted at Two Bucks Per Week. By 
im. 

Remember There is No Excellence or Success With- 
out Great Labor. By H. C. Martin. 

Second Lesson in Upper Case Gothic Made With the 
Ball Point Pen. 

Card Writer’s Trip Reveals New Ideas in Abundance. 
By W. C. Justice. 

Processed Christmas Cards Expressive of Holiday 
Cheer. By N. J. Byrne. 

James Whitcomb Riley’s Lettering Days Recalled. By 
E. L. Harmon. 

Art News. 





THE BEST BOOK ON SHOW CARDS 


This Gordon 
Book on Show 
Card Writing 
($3.50) a copy, 
and a_ year’s 
subscription to 
SIGNS OF 
THE TIMES 
($3.00), both 
for $5.50. 


October, 1925. 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
_] Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
C] Enclosed find $3.50, for which send me, postpaid, 
a copy of the Gordon Book. 
L] Enclosed find $5.50. Send me a copy of Gordon’s 
Book and a full year’s subscription to SIGNS 
OF THE TIMES. 
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Breaking Into the Windows 


(Continued from page 5) 


retailer makes a profit, we cannot, and that our ulti- 
mate success in window display advertising is de- 
pendent upon the degree to which the retailer appre- 
ciates that the national advertiser, in pleading for 
the use of his displays, is not trying to get some- 
thing for nothing, is not simply trying to advertise 
himself, is not asking of the dealer any one-sided 
favor. If any window display effort which we may 
prevail upon the dealer to undertake is not more 
immediately noticeable on his cash register than on 
our sales sheets, then our displays have no excuse 
for being. 


The whole situation may be reduced to compara- 
tively simple terms. Between each of our two mil- 
lion windows and the sidewalks there are two million 
sheets of plate glass. Some of these get a regular 
“Saturday night bath” and some have to wait until 
their very impenetrability shuts off the light in the 
store and forces a washing. And some, bless their 
hearts, are watched and washed and polished like a 
new Ford. Here, then, are two million transparent 
partitions, on one side of which is the dealer, and 
on the other the customers the dealer would like to 
have in his store. On one side is our promised land, 
and on the other are we, like Moses on Mount Nebc. 
where we may look and see but may not ourselves 
enter. 


Inside is in truth the land of milk and honey, 
but only the chosen may enter. 


Who does the choosing? The dealer. How does 
he choose? That is one thing we are trying to dis- 
cover. How may we affect his choice? We propose 
to find out. Presuming our display to be chosen, 
how can we help the dealer to use it more effec- 
tively. Let those with the most experience in- 
form us. Once in the window, how may we make 
that window more profitable to the dealer? These 
are the questions which are vital to us. These are 
the thoughts which each of us have in mind when 
we say to ourselves, “How can we break into the 
dealers’ windows?” ‘This is our single objective and 
all else is contributory to the success of our attain- 
ment. 


It is especially fitting, then, that the convention 
committee has chosen for the keynote of this meet- 
ing the apt phrase, “Breaking Into the Windows.” 
The message that each speaker has carefully pre- 
pared for us will help direct our thinking to this 
focal point. We must remember that our objective 
is not pictures, neither is it paper nor cardboard, nor 
any such thing, but that happy combination of ma- 
terials and, methods which will get not only the 
vote but the active support of the retailer. On the 
degree of that support rests our ultimate success in 
“breaking into the windows.” 
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THE DISPLAY WORLD 


° Or “Opportunity oxchange 


Wen Wanted Positions Wanted Gor Sale Wanted to Buy 











SALESMEN WANTED 


Window display Fixture Salesmen with 
trimmers’ experience and _ salesmanship 
ability. Side line or direct line. One 
for each state or for group of two or 
three states, the following states espe- 
cially: Iilinois, Missouri, Wisconsin, 
Minnesota, North and South Dakota, 
Michigan, Nebraska, Kansas, Arkansas, 
New England States. Must be able to 
finance own traveling for at least thirty 
days; strictly commission basis, payable 
each month for goods sold; well-known 
house with complete line of wood and 
metal fixtures. Application confidential. 


Address, “FIXTURES,” 
Care of The DISPLAY WORLD 








FOR SALE 


Any part of 450 feet of used 
valance in good _ condition; 
made of linen crash, desirable 
pattern; cheap. 


J. H. RICHTER 
Display Manager, 
THE FAIR, 
Chicago, II. 











WANTED 
DISPLAY MATERIAL 


A large department store is in 
the market for mechanical 
pieces suitable for Christmas 
toy windows. Submit photo- 
graphs and price of what you 
have. 


Address, Box 11 
Care of The DISPLAY WORLD 

















WANTED 


Experienced Advertising Man—News- 
paper and Direct-by-Mail Sales 
Promotion Work. 


For South’s Most Progressive Clothing 
Store. Unlimited possibilities offered 
for man who can write clean, forceful 
copy, who has past record of success and 
first-class references. In making appli- 
cation, submit specimens of work and 
photo of. self, state age—married or single 
—salary desired. 


SELBER BROTHERS, Inc. 
Shreveport, Louisiana 


FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey ‘cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn 

. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 














Theatrical Scene Painting and Pictorial 
Window Decorating taught by mail. Prac- 
tical, low priced courses. No others like 
ours. Real artists your teachers. Increase 
your earning capacity. Learn a well-paid 
profession. Send stamps for terms and 
illustrated literature. 
ENKEBOLL SCHOOL OF ARTS, 
Omaha, Neb. 


WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va-: 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 

The National Decorative Company 

5 Hudson St., Camden, N. J. 














WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
Strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 





WE WANT TO SELL 
ANYTHING 
YOU WANT TO BUY 


in the way of books on draping, 
show card writing, lettering, etc. 

A complete ready reference library 
at the disposal of any displayman 
or card writer makes his work 
easier and provides a source of 
ideas and suggestions that will de- 
velop great on ae yma and orig- 
inality. Address, “B. O. B 


Care of The DISPLAY “WORLD 











SALESMEN 
to sell 


Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “‘C. O.,” 
Care of The DISPLAY WORLD 








WE ARE GIVING AWAY 
without obligation, information regarding 
the proper use of color in securing effec- 
tive combinations for window displays, 
show cards, and wherever we is used. 

Address “T. C. C..,’ 
Care The DISPLAY WORLD. 
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POSITION WANTED 
Displayman and cardwriter open for 
position as manager or assistant; 
hard worker with excellent record; 
employed. Address, “N. Y.,” 

Care The DISPLAY WORLD 
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THE CLEARING HOUSE OF THE DISPLAY FIELD 


When you want a man, a position, or have any used materials or window and 
store equipment you want to buy or sell, let your wants be known through a 


THE DISPLAY WORLD OPPORTUNITY EXCHANGE 
THE COST IS LOW—ONLY $1.50 PER INCH—RESULTS EXCELLENT 
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CHRISTMAS SHOW CARD BLANKS 


The illustration below will give our readers a faint idea 
of the beautiful Christmas show card blank offered by The 
Dick Blick Compamy, Galesburg, III. 

The cards are ptinted in rich Christmas 
colors in red, black, green and gold, and 
present a very attractive appearance. They 
come in five different sizes, suitable for all 
kinds of displays, both for windows and 
interior displays. One notable feature is 
the low prices, which places them within 
the reach of every merchant. They also 
offer combination assortments for mer- 
chants desiring a complete assortment of 
each size. Sample sheets in colors are now 

ready for mailing. They are mailed free by simply address- 
ing Dick Blick Company, Box 437-D, Galesburg, III. 





PLANT COMPANY ISSUES CATALOG 


The Decorative Plant Company, of 228-232 Fifth Avenuc,. 
New York City, which is one of the leading and pioneer 
houses in their line, are making one of the largest assort- 
ments of artificial flowers for window display purposes in 
the world. This house specializes in unique and imported 
novelties, plants and specially created window decorations 
in holly, mistletoe and evergreen plants, wonderfully suited 
for Christmas decorations of shop windows and store en- 
trances. These create an inviting appearance and lend 
warmth and variety to goods displayed. A magnificently 
illustrated catalog in colors will be sent upon request from 
display managers using firm’s letterheads. 





BRITISH DISPLAYMAN ENTERTAINED 


The Chicago Display Men’s Club entertained H. F. 
Coombes, advertising and display manager for Barker & 
Company, London, England, at a dinner meeting Thursday 
evening, October Ist, at the Sherman Hotel. J. Duncan 
Williams, J. D. Williams Display Service Company, was 
chairman of the program, which was presented under the 
guidance of Wm. A. McCormick, The Boston Store; H. C. 
Oehler, Weiboldt’s, “and R. O. Johnson, Commonwealth 
Edison Company. 





DALLAS AD MANAGER GOES TO BIRMINGHAM 


Knox Armstrong, for the past three years advertising 
manager for E. M. Kahn & Company, Dallas, Texas, has 
resigned to accept a similar position with J. Blach & Sons 
chain of retail stores, with headquarters at Birmingham, 
Ala. He succeeds Baxter Eastbifitn, who becomes adver- 
tising manager for a group of popular priced merchandise 


stores. wie 











“Specializing in Fabrics for the Display Man.” 


WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 


Tell Us What You Want and Samples Will Be 
Submitted. 
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The Special Santa Claus Wax Figure and 
the boy and girl wax figures illustrated, repre- 
sent the ideal Christmas spirit in display. For 
detailed information, consult 
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63-65 int 36th Street, hin York | 


CHICAGO BALTIMORE BOSTON SAN FRANCISCO 
204 W. Jackson Blvd. 122 W. Baltimore Street 26 Kingston Street 11 First Street 
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(sood Christmas Displays 


mean 


Big Christmas Business 





Put the Christmas Spirit into 
your customers by bringing them 
into a Christmas Atmosphere 


“The Guide to Better Window Displays” 


will show you how to make 
your Displays attractive in both 
your Windows and Interiors 





Write for your Free Copy Today 
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The Adler-Jones Company 
649 So. Wells St. 7 
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